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Like Lifeboats . . Must 


Be Right when Neededg 
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A lifeboat is hung on its davit with the hope 
that it will never be called upon to do more than 
hang there. A fuse is placed in its clip with the 
hope it will never be called upon to act as the last 
barrier to destructive overload. But crises do 





happen. Protective devices must be right. 





Fuses look simple. But fuses that really protect 
must be the product of infinite care—in their 
manufacture, in their design. Jefferson (Union) 
Fuses have 40 years of such care behind them. 


Since the beginning of electricity as a usable tool, 
Jefferson Fuses have been giving the sure, accurate 








protection you expect. 


Offer your customers the same proven protection 
that so many leading plants secure by standardiz- 
ing on Jefferson Fuses. 





Jefferson Electric Company 


Bellwood (Suburb of Chicago) Illinois Jefferson Knife-blade type. Simple—only three 


units. Rugged—withstands repeated blowouts. 
Saves time—only one loose end-cap, studs need 
not be removed—only loosened. 
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WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through loc4l 
wholesaler associations. 


3. Specialize 
By concentrating sales efforts 
on selected markets, com- 
modities and accounts. 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 


5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 
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ELECTRICAL WHOLESALING 


Clee gratulations 


and THANK 


A message to the Electrical Wholesalers 

and Their Salesmen Who Participated 

in the Great Nation-wide ‘‘Victory in 
’33” Drive to Stimulate Recovery 











YOUR COURAGE and persistent plugging for sales, in 


the face of adverse general conditions, have quickened the pace 
of the electrical industry and have had a material influence on 
the Nation’s recovery as a whole. We congratulate you! 


We congratulate you also on your quick appreciation of the 
value and salability of the new Square D “Blue Label”’ line, the 
“50,000 Series” of Compact Industrial Switches and the other 
new Square D products of the year. You were enthusiastic in your 
introduction of these new products and gratifying orders resulted. 


In appreciation, and for our mutual good, we pledge to you a 
continuance during 1934 of our best efforts in design and manu- 
facture—and practical cooperation with your selling activities. 


It is this continuous striving to lead with improved safety elec- 
trical equipment that has kept Square D in its enviable position 
SQUARE for twenty-five years. 


ELECTRICAL EQUIPMENT 


1D Our best wishes for Victory in ’34. 








SQUARED) COMPANY 
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SWITCH AND PANEL DIVISION 
DETROIT, MICHIGAN, U. S. A. 





WE DO OUR PART 


BRANCH SALES OFFICES IN ALL PRINCIPAL CITIES 
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Selling—the Big Job in '34 


trical wholesalers. Holiday orders have 

been shipped and dealers have little 
time for salesmen. It is a time for cleaning 
up loose ends, for renewed efforts on over- 
due accounts, for getting stocks in shape 
for the year-end inventory. And, most im- 
portant of all, it is a time for planning, for 
formulating a definite sales program which 
shall take effect with the new year. 

We look forward to 1934, confident of 
better times ahead. We are encouraged by 
the progress already made toward National 
Recovery. Our fears have given way to a 
new hope, to a determination to make the 
Recovery Program succeed. In the first 
flush of enthusiasm, many expected the new 
Administration to accomplish miracles. 
They believed the depression would be over 
and forgotten before winter set in. When 
they found difficulties still facing them, their 
pessimism returned. But now this mood is 
passing. Thinking people are coming to 
realize it will take consistent effort on the 
part of every one who plays a part in the 
economic life of our nation to carry the new 
program through to fruition. 

How can the electrical wholesaler best 
play his part in bringing about National 
Recovery? First of all by selling—the new 
type of selling that creates business, that 
makes jobs for factory workers, wiremen, 
installation and service men. While the 
wholesaler will undoubtedly get some busi- 
ness via the transom route in 1934, he can- 
not expect to survive on this business alone. 
He must practice selective selling as never 
before. He must study each account and 
each prospective account, determine what 
he has to sell that they should buy and why 
they should buy it. His sales appeals must 
often be tailor-made to fit the individual 
case. 


iy eres is planning month for elec- 


Prospects of new building construction, 
aside from public works, offer little imme- 
diate encouragement. The modernization 
and re-equipment of industrial and commer- 
cial buildings, however, provides a most 
promising field. 

In the appliance field, the wholesaler will 
rate his dealer outlets for their merchandis- 
ing ability. He will replace those who have 
proved themselves incapable of aggressive 
selling. His salesmen will devote their ef- 
forts, more than ever before, to improving 
the sales organizations of their dealers. 

December is also the logical time for the 
wholesaler to go over his own lines, to 
determine what additional lines he can 
profitably take on, to consider the sales 
policies of his present suppliers and decide 
where a change of lines may be desirable, 
giving preference to those manufacturers 
who offer him a definite merchandising 
program. 


URTHER progress toward recovery will 

come from cooperative group action. 
Trade conditions will be immeasurably im- 
proved under the national codes. Local 
codes will be adopted that will result in 
reduced credit losses, lower delivery expense 
and uniform service charges. Local agree- 
ments with dealers and with contractors 
will further improve trade conditions and 
reduce overlapping of sales activities. 

Thus the wholesaler’s part in bringing 
about National Recovery involves, first, 
gearing his entire organization to a policy 
of creative selling and, second, assuming his 
full share of responsibility in formulating 
and carrying out all industry codes and 
agreements, local as well as national. 
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Looking Ahead 


under the NRA 


Selling plans for 1934 must be adapted to the new conditions created by the Recov- 
ery Act and the various industry codes. Buying power is shifting and selective dis- 
tribution is gaining impetus while old-fashioned selling takes on a new importance 


AST month we discussed the reasons 
| “erin the National Recovery Act, 
outlined its purposes and_ briefly 
sketched the program developed by the Recovery Ad- 
ministration for obtaining these objectives. We empha- 
sized that this entire plan, providing for such sweeping 
changes in our business habits and methods, could not 
be expected to function smoothly in the short space of 
a few months, and we pointed out the tremendous prog- 
ress which had been made during the four months that 
had elapsed since the passage of the Act. 

While these immediate results are important, both the 
salesman and the business executive are more concerned 
with the far reaching effects of the Act over the long 
term. How will it affect the operating, buying and selling 
methods of their own organizations, of their suppliers 
and of their customers? How can they best adapt their 
own methods to the new conditions ? 

Since in the final analysis, every business is dependent 
upon the ultimate consumer, let us first see how Mr. 
Average Consumer will be affected by the NRA. 

Few of us realize that, even in the days of our greatest 
prosperity, four million people were unemployed, less 
than one-tenth of our population received one-third of 
the national income, over 80 per cent of the buying in 
this country was done by people who earned less than 
$1800 a year, and two-thirds of the entire nation lived 
below the standard of comfort set by the United States 
Bureau of Labor Statistics. 

By providing for minimum wages and shortened hours 
of labor under the various industry codes, the NRA 
should, over the long term, very largely eliminate these 
conditions and bring about a very definite change in the 
buying power of the various groups of consumers. 

Unskilled labor will receive higher wages. It will have 
a greatly increased mass purchasing power. It will buy 
a wider variety of necessity goods. There will probably 
result an increased demand for luxury goods, especially 
those in the lower price ranges. In recent weeks sales 
of the dime to a dollar stores have shown larger increases 
than those of the department stores, an indication that 
those in the lowest income brackets are already display- 
ing an increased purchasing power. 

The NRA is taking great precautions that changes in 
hours and wages shall not react to the detriment of 
skilled labor and white collar workers. While these two 
groups may not receive immediate benefits to the same 
extent as unskilled labor, nevertheless their purchasing 
power will gradually increase as industrial activity picks 
up due to the expansion of general consumer buying. A 
wider range of goods will be affected than in the case of 
unskilled labor, especially in the luxury and semi-luxury 
classes. 
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By E. T. ROWLAND 


Editor, Electrical Wholesaling 


Business will undoubtedly wait to see 
some substantial black-ink figures before 
raising the salaries of those holding man- 
agerial and executive positions. The income of this 
group, also of those in the professional classes, can be 
expected to rise gradually as the various industry codes 
get into operation and profits become more prevalent. 

As for the so-called wealthy classes, it appears doubt- 
ful that their incomes will return to former heights, at 
least not for some time to come. Increased taxes, lower 
yields on their investments and the elimination of exces- 
sive salaries by large corporations will all combine to 
reduce the ranks of millionaires. 

Shorter working hours are the rule under the various 
codes. The working classes will not only have more 
leisure, but they will have greater financial ability to 
utilize that leisure. This condition should result in an 
increased demand for tools for the home workshop, 
garden utensils, sporting goods and musical instruments. 
Many a working man will now have both the time and 
means to indulge in his favorite hobby. 

How can business best adapt itself to this realignment 
of consumer buying power, and how will the provisions 
of the Recovery Act affect the selling methods of the 
manufacturer, the wholesaler and the retailer? 

Undoubtedly, one of the most important developments 
will be the impetus to selective selling. Expressed in 
simple terms, selective selling means “the concentration 
of selling on those markets and products—at proper 
times—that will produce the greatest profit with the 
minimum effort.” In other words, selective selling is 
planned selling. It calls for the simple methods of mar- 
ket determination and market development which were 
set forth in these pages some two years ago under “The 
Jobber’s Salesman Plan.” 


cma IVE selling must be based on facts. The 
wholesaler, for example, must know his costs. He 
must know which manufacturers’ lines he can sell at a 
profit, which accounts he can profitably sell direct, and 
which he should reach through his contractors and 
dealers, which territories he can serve at a profit and 
which he cannot expect to travel without incurring a loss. 

Lack of available information on markets, together 
with unrestrained competition, have heretofore acted to 
hold back selective selling. Under the codes, however, 
trade associations are charged with the responsibility of 
collecting and disseminating vital trade statistics which 
should curb unrestrained production and provide the 
essential data for intelligent sales planning. 

Selling will also be vitally affected by two other new 
conditions. First, under the various codes, adequate 
and uniform cost accounting becomes mandatory. Sec- 
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ond, not only must every business concern know its 
costs, but it must not sell below its own cost. The Code 
for the Retail Trade goes even further and specifically 
prohibits “loss leaders.” As a result, the competitive 
price range will be narrowed down to a basis represent- 
ing the difference between the individual costs of com- 
peting concerns. As the various Code Supervisory 
Agencies start to function, supported by the police pow- 
ers of the NRA, the price chiseler must either mend 
his ways or face stiff fines and possible jail sentences. 
Competition will be based on natural or merited ad- 
vantages. With a greatly narrowed competitive price 
range, the good old-fashioned selling factors of quality, 
service and salesmanship will assume a new importance. 
This new competition places a 


the price concessions, merchandising cooperation and 
similar aids which national chains and other large out- 
lets have been accustomed to receive in the past. The 
independent wholesaler and retailer, freed from these 
handicaps, will assume a new importance. The so-called 
“little fellow” should come into his own under the 
NRA. 

Straight commission for salesmen with no guaranteed 
income appears doomed. The Retail Automobile Code 
sets up a minimum wage for salesmen. The general re- 
tailing code includes salesmen among those employees 
who must be paid at least the minimum wage. Dealers 
will no longer be able to take on an excessive number 
of salesmen on a straight commission basis with no ex- 

pectation that these men can earn 





premium on both low cost pro- 


a livelihood, but with the hope 








duction and low cost distribution. 
The codes do not provide for 
uniformity in cost of production 
beyond specified minimum wages 
and maximum working hours. 
Aside from these restrictions, 
production savings are left to the 
initiative of individual manage- 
ment. Formerly, a plant with 
antiquated equipment could com- 
pete with a highly modern plant 
by employing cheap labor. Now, 
however, as labor and material 
costs become standardized, only 
the most modern plants can hope 
to survive. Manufacturers, there- 
fore, must rehabilitate their plants 
without delay. This situation 
provides the wholesaler with an 
immediate and continuing indus- 
trial market for repair parts, new 


vertising efforts. 


ucts. 


to use them." 


Under the Recovery Act 


“Constructive selling competition will 
be as strong as ever and there will be 
great need for aggressive sales and ad- 


"The only kind of competition that is 
going to be lessened is the destructive, 
cut-throat kind of competition which 
harms industry and the public as well. 


"There should be more competition 
than ever in presenting quality products 
to consumers and in selling those prod- 


‘What we are going to need more than 
ever is energetic, intelligent, honest ef- 
forts to sell goods to people who are 


General Johnson 


that some sales will develop be- 
fore they drop out. As a result 
salesmen will be selected with 
greater care, will be hired only in 
reasonable nun:bers and will be 
able to earn more money than un- 
der the old conditions. 

More than 60 trade practice 
provisions have already been in- 
cluded in the various codes. The 
most popular ones appear to be 
those dealing with false or mis- 
leading advertising, attacking 
competitors, price discrimination, 
commercial bribery, coercion, es- 
pionage, selling below cost, secret 
rebates, free deals, consignment 
selling, bribery, false billing, in- 
terference with and repudiation 
of contracts. Provisions such as 
these will not only put business 








on a higher plane, but will stop 





equipment and maintenance sup- 
plies. 

The necessity for low-cost distribution will encourage 
selective distribution. When everybody is trying to sell 
the same thing to everybody else, the result is confusion 
and waste motion for which the consumer must eventu- 
ally pay. In their efforts to reduce selling costs manu- 
facturers will find it increasingly desirable to confine 
their distribution to selected trade outlets, instead of 
selling to all who are willing or competent to handle 
their product. 

Wholesalers, likewise, will tend to concentrate their 
efforts on those lines for which they have exclusive dis- 
tribution or on which their competition is definitely lim- 
ited. Such selective distribution should result in more 
orderly distribution, in closer relationships between man- 
ufacturer and distributor and in reduced selling costs for 
both. After an initial sale is made, repeat orders will 
flow back to the manufacturer as a matter of course. 
The manufacturer will devote his efforts to selling his 
distributors a merchandising program instead of a bill 
of goods. 

With manufacturers and wholesalers concentrating 
their efforts on a common objective better selling plans 
can be looked for. Also, the elimination of unrestricted 
price competition will give new emphasis to advertising. 

Among the inequalities which give promise of being 
wiped out under the Codes of Fair Trade Practice are 
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many leaks which have seriously 
affected profits in the past. 

In addition to these provisions which are national in 
their scope, there is already evidence of local coopera- 
tive action to affect even further economies. Local codes 
or agreements will undoubtedly be drawn to meet local 
conditions and, as supplements to the national codes, 
their provisions should be enforceable. Wholesalers, for 
example, will greatly reduce their credit losses by recog- 
nizing minimum qualifications for both retailers and con- 
tractors and by extending trade discounts and credit only 
to those who meet these qualifications. Uniform policies 
will be adopted covering such matters as minimum 
prices, returned goods, broken package orders, service 
charges on small orders, extent of free delivery service, 
credit terms, etc. Wasteful practices brought about by 
the unrestrained competition of the past should be largely 
eliminated under these local agreements. 

All of these changes in markets, sales policies and 
operating methods cannot be expected to take place im- 
mediately. Many habits must be changed and this can- 
not be done overnight. Nevertheless, the new conditions 
will be far superior to the old ones and they will improve 
steadily as we become adjusted to the new order. 

Every code is a business charter. It provides new 
opportunities for each individual to reap the rewards of 
his own energy and his own ingenuity. 











It's Easy to Go Wrong 
When Selling Air Conditioning 


This practical article, based on actual sales experience, explains 
how many pitfalls peculiar to air conditioning can be anticipated 
and avoided by the electrical distributor entering this field 


N electrical distributor who en- 
A ters the air conditioning field im- 
mediately finds himself facing 
problems and hazards quite different 
from any that he has experienced in the sale of refrig- 
eration, radio, or any other electrical line. Every piece 
of equipment and every appliance which he has previ- 
ously sold has performed but a single function. Com- 
plete air conditioning equipment, however, performs 
four separate and distinct functions. It heats and cools, 
humidifies and dehumidifies, circulates air and cleanses 
air. Thus it involves heating, refrigeration, ventilation, 
air filtration or washing, evaporation and condensation. 
There is small wonder, then, that equipment capable 
of performing all of these functions should present 
many pitfalls to the distributor without previous experi- 
ence in this field. 

First of all, the distributor must learn the language 
of air conditioning. He must know what is meant by 
tons of refrigeration, B.t.u.’s, dry bulb temperature, wet 
bulb temperature, relative humidity, air movement, air 
change, thermostat, hygrostat and other terms, most of 
which are quite foreign to the electrical field. 

Having made himself familiar with all these terms 
and definitions, he must next decide upon the type of 
equipment he intends to sell. Should he limit himself 
to portable humidifiers in the winter and unit room 
coolers in the summer, should he select cooling equip- 
ment that uses ice, or take on a line that employs me- 
chanical refrigeration, should he set himself up to han- 
dle equipment that does a complete year-round job of 
air conditioning? 

Whatever type of equipment he may decide to sell, 
there remains a choice of manufacturer. What are the 
features that determine the relative merits of competing 
makes from the standpoint of the distributor? 

In some cities local ordinances prohibit the use of 
certain gases as refrigerants and limit the amount of 
gas that can be used in a single refrigerating unit. Does 
the manufacturer have a machine that comes within 
the limits of these local specifications ? 

Is the equipment overrated? Is the rating, square feet 
of radiation and evaporative capacity in accordance 
with standards accepted by such organizations as the 
American Society of Refrigerating Engineers and the 
American Society of Heating and Ventilating Engi- 
neers? How do these measurements compare with com- 
petitive apparatus of the same tonnage rating? 
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By H. G. ERSTROM 


Carrier Engineering Corp., 
Chicago 


If the equipment provides air circula- 
tion, are the fans so noisy that they will 
bring complaints from users? Will a 
sufficient quantity of air be drawn in 
from outdoors to effectively eliminate smoke and odors? 
Is this air satisfactorily washed or cleaned? 

Does the equipment dehumidify properly, or does it 
simply wash the air? Dehumidification means actually 
condensing moisture out of the air. This can only be 
accomplished by lowering the dew point of the air going 
through the equipment and this, in turn, cannot be ac- 
complished without some form of cooling—whether it 
be in the form of electrical refrigeration, cold water 
from a well, or other sources. If an ordinary air washer 
is used without any form of refrigeration, it almost in- 
variably results in an unsatisfactory job. While the 
temperature may be lowered the humidity goes up and 
conditions are usually as bad, or worse, than before. 

If ice is used as a refrigerant, is the tonnage rating 
on the basis of a consumption of approximately 83 Ibs. 
of ice per hour for each ton of refrigerating capacity? 

Where the apparatus blows air directly into the room 
instead of through ducts, will it handle the necessary 
volume at sufficiently low velocity, or is the velocity so 
high that it gives a whistling noise and also produces 
drafts ? 

What is the reputation of the manufacturer? In the 
event equipment purchased gives trouble will the dis- 
tributor be left to “hold the bag”? 

The surest way for the prospective distributor to 
satisfy himself on such points as these is to carefully 
investigate a number of installations and to talk with 
distributors in other cities who have had actual experi- 
ence with the line. 


re AVING finally decided upon his line of equipment, 
what organization should the distributor set up to 
handle this new phase of his business? At the outset he 
must recognize that, while his dealers may prove excellent 
“bird dogs” in bringing in leads, they cannot be expected 
to carry other than display stock, neither can they esti- 
mate and lay out jobs. The actual selling will fall to 
the distributor. His salesmen need not be engineers, but 
there should be at least one capable engineer in the dis- 
tributor’s organization. In today’s market, the services 
of such a man can be obtained at a very moderate salary. 
This engineer will prove useful in many ways. He can 
supervise installation work, handle service calls, make 
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layouts and assist salesmen in surveying 
prospective jobs. 

If a distributor has had experience in 
the installation and servicing of commer- 
cial refrigeration he is already well 
equipped to install and service air condi- 
tioning equipment. If he has not had this 
commercial refrigeration experience, it 
would be well for him to sub-let his in- 
stallation and service work to an inde- 
pendent service company until his volume 
reaches a point that would warrant his 
having his own department for this work. 
The installation, including one year’s free 
service, will vary from approximately 10 to 20 per cent 
of the list price of the equipment in different parts of 
the country, depending upon labor rates. 

Electrical wiring is usually done by others. In the 
case of office buildings or stores where the purchaser 
is a tenant he can often persuade the management of 
the building to provide the necessary wiring. If he is 
unsuccessful in this, then an electrical contractor should 
be called in to bid on the job and the cost should like- 
wise be included in the total price of the job. Often- 
times, installations involve long and expensive runs of 
piping and wiring, existing feeders, panels and even 
transformers may be too small to carry the added load. 
The distributor should see that he is protected against 
any extra costs due to failure to investigate these con- 
ditions in advance. 

When quoting on a job, the distributor must not be 
afraid to specify equipment of sufficient capacity, even 
if his competitors may claim that smaller equipment will 
do the required work. Unless adequate capacity is in- 
stalled to handle peak conditions, service calls will eat 
up all profits, the customer will refuse to complete his 
payments, and he will broadcast the fact that your line 
of equipment does not give satisfaction. It is far better 
to lose a job to a competitor than to gamble on getting by 
with an installation that is too small. 

Every comfort cooling installation should be capable of 
handling extremes of both heat and humidity. In the Chi- 
cago area this year, for example, there were 44 days out 
of the 153 day cooling season (May to September) when 
the dry bulb temperature exceeded 80 degrees and the wet 
bulb temperature was above 70 per cent relative humid- 
ity. These are the days that bring dissatisfied custom- 
ers, if too little capacity has been installed to provide 
adequate comfort. On these peak days, sufficient capac- 
ity should be installed to provide for a temperature of 
80 degrees and a relative humidity of 50 per cent within 
the conditioned space. During this 153 day cooling sea- 
son, there were 104 days when either the heat or the 
humidity brought the number of heat units in the air 
above the comfort zone, thus necessitating artificial 
cooling. 

Oftentimes, after air conditioning equipment is in- 
stalled, the load increases. This load increase must be 
foreseen and provided for if the installation is to give 
complete satisfaction. This is especially true of res- 
taurants, where air conditioning brings increased patron- 
age. I have in mind one such job which was figured on 
the basis of 65 customers. Air conditioning brought a 
50 per cent increase in patronage. As the average per- 
son gives off 400 B.t.u. per hour, this resulted in an 


DECEMBBR, 1933 





Health, comfort, pride—these sales appeals are most effective with executives 


added heat load of 13,000 B.t.u. per hour which had 
not been anticipated and the distributor who had sold the 
equipment gained a dissatisfied customer. 

Roof load is also very important, especially when the 
room or rooms to be conditioned are on the top floor. 
Not long ago two competing salesmen were quoting on 
a top floor job. They were told there was an air space 
above the ceiling, so one salesman made no provision 
for any roof load. The other investigated further. He 
found there was a two foot air space between the ceil- 
ing and a concrete slab roof. He knew the temperature 
in this air space would be 120 degrees and perhaps 
higher under a hot mid-summer sun, and that this heat 
would raise the temperature of the room to be cooled. 
Because he added extra cooling capacity to take care 
of this roof load, his quotation was high. He lost the 
sale, but his competitor’s equipment failed to give sat- 
isfaction. It was too small for the job. 

Wherever people congregate in any numbers, such as 
a restaurant, broker’s office, or funeral parlor, it is abso- 
lutely essential that sufficient outside air be taken in to 
insure proper ventilation, to dissipate the odors from 
food and, where smoking is done, it is of even greater 
importance. 


HILE we are on this subject of providing ade- 

quate capacity, it should be emphasized that only in 
rare cases can a single ton of refrigeration handle a room 
larger than 3,500 cubic feet. Exposure to sunlight, espe- 
cially south and west, construction of the building, num- 
ber of lights burning, number of persons in the room 
and other sources of heat, such as appliances, may cut 
this figure down to as low as 1,200 cubic feet. 

So many variables enter into air conditioning that the 
distributor should never guarantee a job unless he states 
specifically and meticulously the conditions actually fig- 
ured on and reserves for himself the privilege of oper- 
ating the equipment in case of a complaint in order to 
make certain that these conditions are complied with. 
In this way he can detect open doors and windows, the 
presence of more people than he figured on, extra lights 
burning and ‘any other causes of added load on the 
equipment. 

In spite of all the points that must be watched in 
the correct estimating, pricing and installing of air con- 
ditioning equipment, it is not necessarily something 
which cannot be correctly and easily accomplished with 
the proper engineering and sales force. Air conditioning 
offers a great future to those distributors who are sin- 
cerely interested and are willing to proceed carefully for 
ultimate profits. 
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Window lighting reflectors are ideal for lighting indoor tennis courts 
and similar areas 


Other Uses for 
Show Window Reflectors 


Process Machinery Decorative Lighting 
Machine Tools (recessed in ceiling) 


Semi-concentrating reflectors, recessed above ceiling rims and 
crackled glass, light this narrow display window 





Power Plant Switch- Cove Lighting 

boards Eave Lighting 
Bulletin Boards Indirect Lighting 
Charts and Maps (installed inverted) 
Rug Racks Indoor Tennis Courts 
Statuary With Color Screens 
Pictures Inspection Benches 
Police Show-ups Composing Benches 
Artificial Windows Electrotype Benches 


These reflectors provide a bright, even illumination 
which “snaps up" the colors and patterns of the rugs 





These prisoners can be clearly seen by those attending the show-up Eighty-one reflectors, recessed over crackled glass, are used to pro- 
but cannot see their audience on the other side of the screen vide direct illumination in a decorative star design 
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Floodlighting for Protection 


Installation of a police boat type of search- 
light at the Dallas plant of the Trinity Port- 
land Cement Co. effectively put an end to a 
series of nocturnal thefts of valuable company 
property. The night watchman had been pre- 
vented in his attempts to prevent the stealing 
by threats from the thieves. 

Cable and other equipment which could be 





Searchlight is mounted above watchman's lookout 


sold were removed in open defiance of the watchman. 
A large amount of copper had been taken from a 2300- 
volt transmission line, and also rubber-covered portable 
cable. On one occasion the watchman had come upon 
three men taking portable cable and, as he approached 
one of them, the other two took positions on either side 
of him while the trio ordered him away. 

The installation comprises a form J-68 G. E. Novalux 
searchlight of the type used on police boats. It is located 
Close-up view of searchlight on top of a small building which is situated on a hill, 





thus commanding a view of all sections of 
the property. The light is controlled from 
inside the building, and can be turned in 
any direction. 

The watchman now stays in the tower all 
night, punching a clock at regular intervals. 
He very readily spots the beam, by the 
feel of the handle, with the light off, on 
any point in the quarry he wishes to check. 
He then turns the light on with the beam 
already directed. Thus, if anybody were at 
the point in question, he would be taken 
unawares. A rifle completes the watch- 
man's equipment. 

Nothing has been lost from the quarry 
since the installation of the light. Operating handle and control switch inside watchman's building 
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Facts to Help the Wholesaler 


ell Furniture Stores 


"Merchandising Electrical Appliances," the recent report of the 
Electrical Merchandising Joint Committee, reveals that the majority 
of furniture stores plan to expand their activities on electrical lines 


becoming departmentalized home furnishings stores 

and the most popular new department is one devoted 
to the merchandising of electrical household appliances. 
This fact was demonstrated in a survey of the merchan- 
dising of electrical appliances conducted under the 
auspices of the National Retail Furniture Association. 
In the spring of 1932 questionnaires were sent to 2,400 
retail furniture stores. 726 usable replies were received. 
37 states having 83.7 per cent of the total population of 
the country were represented in the replies. 

One out of every 30 retail furniture stores in the 
United States with capital rating of $5000 or more 
was represented in this analysis. It was found that 82.6 
per cent of the 726 stores were handling electrical appli- 
ances. Over 90 per cent of those stores handling elec- 
trical appliances were rated by reliable mercantile 
agencies. The average estimated financial worth of 
these stores was found to be $143,950. 

When asked “Are the results of sales of electrical 
appliances satisfactory ;’ 536 stores replied. Of this 
number 310 said “yes,” 133 “no,” 93 “fair.” 513 stores 
replied to the question “Do electrical appliance sales 
justify continuation and expansion?’ 318 said “yes” 
and 91 “no;” 79 stated it was questionable and 19 
favored moderate expansion. 

Furniture stores enjoy certain unique advantages in 
the distribution of appliances. They are geared to a 
time payment business. The average furniture merchant 
knows installment selling problems and is equipped to 
sell his present customers additional merchandise in the 
appliances category. The furniture store also possesses 
the advantage noted above, of being a great depart- 
mentalized home furnishings store capable of satisfying 
various demands of consumers for household mer- 
chandise. 

Some furniture retailers have shown a weakness in 
lack of aggressive selling and sales promotion. They 
have been inclined to wait for customers to come in. 
However, this is a matter of individual stores and the 
trend is toward more aggressive merchandising on the 
part of furniture retailers. 

Furniture retailers patronize both manufacturers and 


iccoming stores in the United States are rapidly 





*Abstracted, through the courtesy of the Electrical Merchan- 
dising Joint Committee, 225 West 34th St. New York City, 
from the committee’s report Merchandising Electrical Appl- 
ances. 
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wholesalers. According to a statement of the National 
Retail Furniture Association, “the majority of stores 
purchase their merchandise direct from the manufac- 
turer.” However, according to a furniture survey men- 
tioned in the first paragraph, the utilization of merchan- 
dise resources is as follows: 

When asked, “How is the purchase of electrical appli- 
ances principally done?” 540 stores answered ; 








From Wholesalers 


Show- 
rooms 


168 


From Manufacturers 
Show- 


rooms 





Cata- 
logues 


279 39 


Sales- 
men 


Cata- 
logues 


304 50 


Sales- 
men 





Number of Stores} 103 

Ratio to Total 
Number Replies 
to Question .... 








19.1% 56.3% 9.3% |31.1% 51.7% 72% 





HE survey conducted under the auspices of the 

National Retail Furniture Association gave informa- 
tion concerning. the different items of electrical mer- 
chandise handled by retail furniture stores. Of 600 
reporting stores the number handling individual appli- 
ances were as follows: 


Number of 
Item Stores Handling 
Raion cca os ceeds sae eee ee 
Wes CORRE oc a se ec a ewok eden ' 487 
Ne SG Pe Ey era | 444 
Washing Machines .... 2... 6600600006: 427 
EN oi ies bane Guede bn a weann 304 
I oe cased dares wien eke ee 289 
eb ieee aoa 204 
SE ST eer ae 180 
i inci oS idk sae eee 172 
Dewitt PERCHES 2. wo ccc eaececens 159 
hg ale iha te } erinamw ohne 130 
EN ee on geeks eu Rae eee 111 
og er errr rer 92 
WIE Sree ccs Caches <b eee 32 


Over 90 per cent of the major appliance sales of 
furniture stores are made on installments. It is esti- 
mated that an increasing number of these stores are 
utilizing the services of outside salesmen. However, the 
idea of a specialized selling crew for appliances is novel 
to the furniture merchant. Service and guarantee poll- 
cies in furniture stores are comparable to those found 
among department stores. 
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What Appliance Wholesalers 
Should Teach Retail Salesmen 


The retail sale should be based on what an appliance will 
do rather than what it is. Retail sales people look to 
the wholesaler's salesman for this selling information 


HE appliance retailer of today, 

whether department store, 

house furnishing store, hard- 
ware store or electrical dealer, can- 
not hope for a permanently successful appliance sales 
operation unless in a position to render service that will 
build good-will. 

Service in its broadest sense begins with the sale. The 
sale should be based on what the appliance will do rather 
than what it is—clean rugs should be sold rather than a 
vacuum cleaner; clean clothes with a minimum of labor 
rather than a washer, and food preservation rather than 
a refrigerator. 

At the time of purchase the customer should be care- 
fully and intelligently instructed on the use and operation 
of any electrical appliance purchased and should be hon- 
estly informed as to its inherent limitations—overselling 
is as much to be deplored as underselling—the headlight 
heater, a really useful device for localized heat, has 
been practically discredited through exaggerated claims. 
Whether an appliance is sold in the home or in the store, 
whether it is a washer or a toaster, the retailer has not 
fulfilled his responsibility until the customer knows how 
to use the appliance which he has purchased and how 
to make simple normal adjustments necessary for the 
best accomplishment of the work the customer expects 
from the appliance. There are nine million vacuum 
cleaners in use today. I sometimes wonder how many 
millions of these cleaners are giving inefficient and unsat- 
isfactory service—not through any fault of construction 
or design but because the sales people who sold them 
did not instruct the purchaser how to adjust the nozzle 
to varying thicknesses of floor covering. 

Proper instruction of the customer at the time of sale 
of course presupposes a thorough knowledge of any given 
appliance by the person who sells it. Thoroughly trained 
retail sales people are possibly the best defence against 
the alleged tendency on the part of the public to buy on 
price alone. As an illustration: I recently walked into 
one of the largest department stores in the country and 
inquired about electric irons. The clerk showed me an 
iron for $2.95 and another for $4.95. I asked what the 
difference was between the two irons and the clerk 
replied, “Two dollars.” He did not explain to me that 
the $4.95 iron had a thousand watt heating unit instead 
of 660 watt ; that it had chrome plate instead of thin nickel 
plate; that it was equipped with a 10,000 cycle long life 
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cord, and that it had automatic tem- 
perature control. Without this in- 
formation, which the clerk either 
could not or would not give me, the 
obvious thing for me to do was to buy the $2.95 iron. 
Incidentally, I happen to know that the discount to the 
retailer on the two irons was approximately the same. 
Moreover, the $4.95 iron was one of the largest sellers 
among utilities throughout the country. 

Retailers should not only allow but should insist on the 
manufacturer’s or distributor’s representative giving the 
proper selling information to their retail clerks. 

I have stressed the importance of service at the point 
of sale but we must not overlook the fact that of equal 
importance is service after the sale. Electrical appliances 
are both mechanical and electrical; and all products of 
this character, no matter how carefully designed and con- 
structed, will require some service that the retailer must 
be in a position to furnish. There are two types of upkeep 
service—minor adjustments and repairs which are occa- 
sionally required soon after the sale is made and for 
which a charge is not justified. Then there are the repairs 
and replacements which come later in the natural course 
of events and for which a fair charge is justified. 


ANY retailers of electrical appliances have found 

this service operation to be profitable and both 
types of service build good-will and supply a means of 
providing valuable contact between the retailer and his 
appliance customer—contact which frequently results in 
the sale of additional appliances. However, it should be 
borne in mind that electrical appliances bought and sold 
by retailers with price as the dominating factor may result 
in prohibitively high service expense and what is even 
more serious—loss of customer confidence. 

This is truly an electrical age. People are beginning 
to realize to what extent electricity can contribute to 
their comfort, convenience, health and entertainment. 

To summarize, it is essential that retailers be in a posi- 
tion to intelligently sell and properly service electrical 
appliances which they offer to their customers. Such mer- 
chandising will result in the return of satisfied customers 
for the purchase of further electrical equipment and will 
build a progressively profitable electrical business. 


*Abstract of an address given at the Boston Conference on 
Retail Distribution, September 19, 1933. 











This 100 ft. double bar of the Liquid Carbonic Corp. was popular with 


both sexes during Chicago's Annual Artists and Models Ball 


Bick 100,000 to 150,000 
retail drinking outlets will require elec- 
trical equipment. This market is big 
enough for the electrical wholesaler to 
reach for as he has never reached before 


Commercial Market Revitalized 


by Repeal of 18th Amendment 


HILE it would be extremely difficult to accu- 

rately estimate the extent to which the restau- 

rant, hotel, club and roadhouse field has been 
affected by the authorization of 3.2 beer, or how the 
now-pending repeal of the 18th Amendment will further 
affect these particular types of retail outlets, it is certain, 
however, that the effect of 3.2 beer has been a far- 
reaching one in the development of markets for new 
electrical equipment and that full repeal will carry this 
development still further. 

The first place where 3.2 activity was felt was of 
course in real estate. Not only have old and new brew- 
eries cropped up on all sides, but all sorts of incidental 
manufacture, such as keg, bot- 
tle, bottle cap and label makers 
have needed more space. Ware- 
houses and transfer centers have 
also been in much greater de- 
mand. And, last and far from 
least, is the rental of literally 
tens of thousands of recently 
unoccupied stores as_ saloons, 
taverns, clubs and roadhouses. 

Since electrical equipment of 
one kind or another invariably 
attends such real estate opera- 
tions, this development alone has 
had a big opportunity in it for 
the electrical wholesaler, who is 
on his toes to take advantage of 
the opportunity. 

There are no published statis- 
tics worthy of the name, there- 
fore the actual extent of the 
thus renewed retail beverage 
market for electrical equipment 
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Barmaids and feminine customers call for 
decorative lighting behind the modern bar 


is hard to estimate. Authorities, however, tell us that 
there are about 170,000 dealers of one kind or another 
who have applied for and secured licenses for the sale 
of 3.2 per cent beer in the last six months or so and 
that this is estimated as about the peak. In the past 
two or three months there has, in fact, been a slight 
falling off from this figure, and certain cities and towns 
are now limiting the number of licenses allowable in a 
given area, on the selfishly intelligent grounds that a 
larger number would not be able to stay in business 
long and that such competition would merely prevent 
existing licensees from continuing to pay their present 
fees which are admittedly high. 

However, since the advent of 
liquor will undoubtedly add some 
more new places and legitimatize 
a lot of “speaks” already in ex- 
istence, let’s assume that the 
number of retail outlets of all 
kinds will jump to about 200,000 
following repeal. Of these, let 
us say that 50,000 to 100,000 
will be straight bottled liquor or 
beer selling outlets like grocery 
stores, drug stores, old fashioned 
bottled liquor stores, etc. This 
leaves a market of from 100,000 
to 150,000 retail drinking outlets 
requiring one kind or another of 
equipment improvement. This is 
big enough for the electrical 
wholesaler to reach for as he has 
never reached before. And the 
fact that he has never really 
gone after this type of business 
up to the present makes it an 
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even greater opportunity, if he handles it rightly. 
The right kind of'an intensive follow-up, plus 
the right kind of credit arrangement, properly 
safeguarded, should turn an_ extraordinary 
amount of additional business in the direction of 
the electrical wholesaler. 

Some wholesalers may feel that the amount of 
effort involved in selling backbar and other elec- 
trical equipment to taverns, saloons, clubs and 
roadhouses, sometimes makes it unprofitable. 
Such an attitude is hardly justified, however, be- 
cause the size of the unit salable to such pros- 
pects is pretty much up to the imagination of the 
salesman. Everyone knows that beer is an appe- 
tite stimulant equal almost to the ubiquitous 
cocktail. The desire to eat is in some degree in- 
creased in every beer drinker. And although 
eating equipment is often made up of small unit 
sales such as toasters, grills, coffee makers, etc., 
it takes only a few such items to make up a 
really sizable sales unit, one that warrants the 
second and third call which is sometimes necessary to 
consummate such a sale. If the electrical wholesaler 
will take the trouble to provide his salesmen with 
sketches or assembled photographs of combination 
offers, displayed in units by showing potential customers 
what a neat and stimulating appearance backbar cook- 
ing equipment can have, and will provide a selling story 
which makes the average club, tavern or saloon realize 
how important food is in the stimulation of beverage 
sales, his opportunity is limited only by the amount of 
real effort he can get his sales force to put into it. 
The main trouble is the business orthodoxy that per- 
mits many years of previous custom to govern the mar- 
kets in which the electrical wholesaler prefers to con- 
centrate. 

At least one-third of the retail beer drinking outlets 
have had to rent new places and the other two-thirds 
are now forced to do some kind of sprucing up to get 
the trade and to keep it once they have it. Bright shiny 
equipment such as coffee makers (and there’s just as 
much money in cold weather coffee as there is in beer), 
such as the new high speed broiler, as toasters, and 
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Prominent electrical distributors have been selected to merchandise 


Brunswick-Balke-Collender's beer cooling cabinets and bar fixtures 
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Christening Old Heidelberg's 40 ft. bar at A Century of Progress, said 
to be the first modern bar to be opened after the legalization of 3.2 


waffle irons (this is not so foolish a concession to the 
feminine beer drinking contingent who won’t drink beer 
after the mixed drinks come back unless the place is 
dressed up for them), all tend to make a certain tavern, 
club or bar the popular spot that its proprietor wants 
it to be. 

The commercial market has never been exploited to 
its fullest extent by the electrical wholesaler. The sale 
of commercial cooking equipment has heretofore been 
left largely to the restaurant supply houses. With the 
advent of electrical refrigeration, however, many elec- 
trical distributors took on the sale of commercial as 
well as domestic models. Their success in the sale of 
commercial refrigeration has brought recognition from 
the manufacturers of beer cooling equipment and bar 
fixtures. The Brunswick-Balke-Collender Co., for ex- 
ample, is merchandising its beer dispensing equipment 
through such concerns as R. Cooper, Jr., Inc., and L, C. 
Wiswell Co. in Chicago and the Tri-State Electric Co. 
of Sioux Falls, S. D. 

While the old time bar room catered only to the 
masculine trade, women stand shoulder to shoulder with 
their escorts before the modern bar. The brass 
rails and wide mirrors of prohibition days are no 
more. The feminine trade demands a more at- 
tractive environment and decorative lighting has 
become an important feature of today’s bar. 
Special fixtures have been developed for effective 
backbar lighting, while new designs of lanterns 
give a typical tavern effect to the general illumi- 
nation. 

Then, in addition to beer cooling equipment, 
cooking appliances and lighting fixtures, these 
new drinking places must be ventilated, for the 
public today is air conscious. They will not 
patronize places where the air is stuffy and stale. 
Tobacco smoke and cooking odors must be re- 
moved and the electrical wholesaler is the logical 
person to sell the necessary ventilating equipment. 
And, from ventilation, it is but a short step to 
air conditioning which has proved itself one of 
the best means of stimulating restaurant trade in 
both summer and winter. 
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A Program for 
“VICTORY in '33” 


The major problem of the entire electrical industry is to 
secure for itself a larger share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 
of electrical goods—recognizing that their own 
sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


Salesmen 
and the Codes 


NE of the most constructive provisions of the 

Retail Automobile Code is that providing for a 
minimum salary for retail salesmen. At the formal 
hearing on the General Wholesaling Code, the Na- 
tional Council of Traveling Salesmen’s Associations 
requested that a similar provision be inserted in the 
Wholesale Code. While wholesalers as a rule do not 
employ salesmen on a straight commission basis with 
no drawing account, this practice is widely practiced 




















by retailers, especially those selling major electrical 
appliances. 

Because outside salesmen were not specifically ex- 
cluded from the minimum wage provisions of the 
Retail Code, the NRA ruled that they were included. 
This interpretation resulted in a flood of complaints. 
A dealer selling refrigerators, for instance, was com- 
pelled to abide by the Retail Code while a competi- 
tive retail outlet, perhaps just across the street, was 
owned and operated by a manufacturer and, therefore, 
subject to the provisions of the N.E.M.A. code which 
specifically excludes outside salesmen from any mini- 
mum wage requirements. 

It was quite apparent that the codes were not syn- 
chronized and a general order was issued by the NRA 
on November 8 to the effect that outside salesmen were 
not to be included under the minimum wage provisions 
of the Retail Code. 

While this ruling solves the problem of synchroniz- 
ing the codes, we are entirely in sympathy with the 
efforts of the salesmen’s associations to have a provi- 
sion inserted in all codes to the effect that “full time 
outside salesmen, who are unrestricted as to hours, 
shall have a guaranteed minimum wage if employed 
on a salary basis, or, if employed on a commission 
basis, shall be guaranteed a minimum drawing account. 
In either case, the minimum wage or the minimum 
drawing account shall be determined by the proper 
Code Authorities of the different industries.” 

Wholesalers are vitally concerned in the sales or- 
ganizations of their dealers and these dealers will at- 
tract a higher type of salesman when they guarantee 
him a small but certain income. They will have fewer 
salesmen, but better salesmen, salesmen who will bring 
them more business. 

It has been and it still is a common practice for 
dealers to operate outside crews. The crew managers 
take on all comers and turn them loose as “bird dogs” 
to bring in prospects. Territories are flooded with 
more men than they can possibly support. The poor 
devils haven’t even a Chinaman’s chance to earn a 
living. A typical case came to our attention just a 
few weeks ago. A utility near Chicago, swept by the 
economy wave, reduced its personnel. Among those 
who lost their jobs was a young college graduate. 
Unsuccessful in getting another regular job and too 
proud to go on the relief rolls, he joined the crew of 
a certain Ohio vacuum cleaner manufacturer, working 
out of a local department store. This man was of a 
much higher type than the usual canvasser. He 
worked hard and diligently, and yet he averaged only 
one meal every other day. He was being exploited 
by both the manufacturer and the retailer. He was 
performing a very definite canvassing service for both 
with practically no compensation. 

Under the NRA the salesman is just as fully en- 
titled to a square deal as is labor. He should be guar- 
anteed a minimum salary or a drawing account under 
every industry code. 
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A Basic Code 
For Wholesalers 
T the opening of the formal hearing on the Gen- 
eral Code for the Wholesaling Trade, held in 
Washington last month, Administrator Whiteside said: 
“T personally consider this the most important hearing 
that I have conducted.” This statement by Mr. White- 
side, who is also president of Dun & Bradstreet, indi- 
cates that the NRA is fully aware of the important 
place which the wholesaler occupies in the field of 
distribution and that it is anxious to strengthen his 
economic position. 

At an earlier hearing, Deputy Administrator Dam- 
eron very clearly outlined the advantages of having 
a General Code instead of individual codes for each 
trade group. He said: 

“It seems to us that if we could in some way de- 
velop certain basic provisions running all through 
wholesale codes and at the same time preserve the 
identity of these various wholesale groups by giving 
them their trade practices in their separate codes, and 
a separate code authority, they themselves carrying on 
the administration of that, they could operate and run 
the affairs of the trade in that way and a great deal 
would be gained not only for wholesaling alone, but 
for the individual trades. 

“The wholesaler has become a very important aspect 
of our commercial structure. It would seem to me 
that with this unification or federation, as you might 
call it, at the same time preserving the identity of the 
groups, we would tend to strengthen the economic 
position of the wholesaler. 

“To attempt to have an individual code for each 
product or commodity will result in a certain degree 
of confusion. A general wholesaler handling any 
number of products might need to select from a half 
a dozen to 15 codes, because of the fact that he cannot 
distinguish, if there are individual codes, under what 
code he might have to operate. There is one of the 
outstanding difficulties of individual codes, where a 
general code could possibly be adopted. 

“Then, we are quite convinced from our check-up 
with the different wholesale lines that we have been 
in contact with, that wholesaling as a business is amaz- 
ingly alike in its difficulties and in its efforts to relieve 
these difficulties.” 

This plan for a General Wholesaling Code has been 
endorsed by practically all of the important wholesale 
trade groups except the electrical and drug. While 
this Code may be further revised as a result of the 
formal hearing, it appears a foregone conclusion that 
a General Code for the Wholesaling Trade will be 
approved by the President before the end of the year, 
and perhaps before these comments are read. 

The Code Committee of the N.E.W.A. is appar- 
ently waiting to study the General Code in its final 
form before deciding whether or not it prefers a sep- 
arate code to a code that would be supplementary to 
the basic code. Unless drastic revisions are made in 
the General Code, however, it would appear that the 





electrical wholesalers have nothing to lose and that 
they would obtain approval of their own code at an 
earlier date by deciding to come under the General 
Code. 


Vv 
Let's Not 
Let Down 

URING October and November the entire electri- 

cal industry mobilized its forces to sell more and 
better lighting. Two months, however, is far too short 
a period in which to impress upon the American con- 
science the fact that better light is synonymous with 
better sight. Although an excellent start has been 
made, a far longer period will be required to do an 
adequate job of selling adequate lighting. 

We have tackled a big job of education. We have 
made good progress, but many sales still lie ahead. 
This is the time for renewed effort, both in advertis- 
ing and selling. Let’s continue the “Better Light— 
Better Sight” program into 1934. 


v 
Local 


Associations 


OT content to wait until a national code should be 
approved, the electrical wholesalers of Seattle and 
Tacoma have voluntarily drawn up and have agreed to 
be bound by their own local code. A similar code is 
being observed in Denver and the Rocky Mountain 
territory. Los Angeles wholesalers, in all trades, have 
agreed to keep uniform hours and to close on Satur- 
days. 

In Detroit, the radio wholesalers have adopted a uni- 
form distributor-dealer agreement which brought about 
improved trade conditions within less than a week. 
Cleveland, Buffalo and other cities have either already 
adopted or are contemplating the early adoption of 
similar agreements. 

Electrical contractors in both Minneapolis and Phil- 
adelphia have made definite recommendations to the 
wholesaler associations in these cities, designed to bring 
about better trade relations between the two groups and 
to institute more equitable trade practices. 

The Chicago Electrical Wholesalers Association re- 
cently learned that certain manufacturers, who had 
raised prices to their wholesalers, were still selling re- 
tail chains at old prices. They immediately and vigor- 
ously protested to the N.E.M.A. Code Authority and to 
all manufacturers in that particular commodity group. 
They gave the story to all other local associations of 
electrical wholesalers. These at once took similar 
action. Their protests, coming from one city after 
another, brought prompt action from the manufac- 
turers. 

These are but a few high spots of recent develop- 
ments among local associations. They are evidence of 
a desire to get together, to give and take for the com- 
mon good and to put into practice, of their own volition, 
that spirit of industry cooperation and self regulation 
upon which the entire Recovery Program is predicated. 
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Views of Our Readers 





Supporting the NRA 
lo THE EpirTor: 

Last spring when the U. S. was in 
the greatest panic this country ever 
knew, all industry losing money, the 
people were in a receptive mood for 
any change that would relieve the de- 
plorable condition. Industry was think- 
ing only of how they could reduce 
their losses. 

Industry is now thinking in terms 
of profit which is really an acknowl- 
edgment by the opponents of the NRA 
that business is much better. While 
the majority of the people are still for 
the NRA and are working under it, 
there are a great many who are criti- 
cizing only and are not giving credit 
to the NRA for the great good it has 
accomplished: elimination of child la- 
bor and sweat shops, and increasing 
employment. In fact, the NRA is on 
trial now and as to whether it stands 
or falls will depend upon the people 
themselves and not on the President or 
any law making body. 

Industry has been asking for over a 
decade for an opportunity to regulate 
itself. It now has the authority and 
if it is unsuccessful in its efforts the 
only conclusion that could be reached 
is that the opportunity was given to 
industry prematurely and that it was 
not sufficiently cooperative or broad 
visioned to deserve it. 

The Recovery Act is not govern- 
mental regulation, it is legislation per- 
mitting industrial self discipline under 





Conference Style: 


governmental authority. If this fact is 
constantly kept in mind industry may 
interpret the act in better fashion. 

The basis of all wages and employ- 
ment is found in earnings. Without 
these you cannot sustain wages or em- 
ployment. For a temporary period of 
time you can add to pay rolls by the 
use of surplus funds, but over a long 
range period earnings are needed, but 
after four years of depression it is fool- 
hardy for a business to set up its sights 
for unusual earnings. 

The President's Re-employment 
Agreement was intended to meet an 
emergency situation. At no time was 
it felt that long term benefits would 
flow from these moves. The real bene- 
fits of the Recovery Act were expected 
from the permanent codes where in the 
many unfair trade practices and trade 
abuses about which industry has for 
years been complaining could be cor- 
rected with legal authority if industry 
demonstrated its ability to work to- 
gether. 

If there has been any one factor to 
jeopardize the NRA it has been the 
thought that the program is going to 
produce something by magic, that it is 
a panacea for all of our ills. 

Success depends not on the adminis- 
tration nor legislation, but upon the 
fairness and honesty of industry, labor 
and consumer. That and that alone can 
make or break the industrial program. 
If, as has occurred in certain indus- 
tries, prices are increased unreasonably 





McCarthy Bros. & Ford salesmen in Buffalo, N. Y., have 


their feet under the table and are all set to listen to whoever is going to talk to them 


at their sales meeting. 
them out on the table. 


Kelly; Gordon Heath, and L. Miller. 


Samples can be shown to them at close range by laying 
Starting at the left is: 
“Shorty” Hoffman; J. A. Munhall, sales manager; H. Haefner; J. 


Joe Rogers; Guy Mattern; R. 
Andrews; J. 


or it labor makes unusual demands or 
if the consumer decides he will refuse 


to buy, then the program will be 
jeopardized. 
The electrical wholesalers should 


build slowly but surely, with a vision 

for the future that might be a guide 
for other industries. 

L. E. Rein, president, 

American Electric Co., 

St. Joseph, Mo. 


v 


Blue Eagle Manufacturers 
To THE EpitTor: 

We would like to know if the 
National Electrical Wholesalers Asso- 
ciation has taken any action to favor 
with their purchases those manufactur- 
ers who have signed the NRA. 

A strong policy of the members of 
this Association to confine their pur- 
chases to manufacturers who have 
signed the NRA Code would bring the 
“chiselers” into line very rapidly and 
speed up employment. 

Manufacturers who have signed the 
NRA will undoubtedly do what they 
can to embarrass the chiselers, but 


‘without the active support of the whole- 


salers the process of reforming the 
chiselers will be a long drawn out one. 

The electrical wholesalers through 
their purchasing power reach out into 
industry far beyond the influence of 
N.E.M.A. and can, if they so desire, 
become a powerful factor in making the 
NRA a success. 

The NRA Code is costing the elec- 
trical wholesalers plenty in the in- 
creased costs of doing business. Their 
only chance to make up these costs is 
increased volume and larger margin of 
profits. They fight chiselers in their 
own line of business. Why, then, should 
they be indifferent to those manufactur- . 
ers, who for individual profits, refuse 
to do their part in restoring business 
conditions by refusing to sign up under 
the NRA? 

GrorcE W. Day, Sales Manager, 
The Paine Co., Chicago. 


v 
For a Building Campaign 


To THE Epiror: 

I am very much with you in your 
efforts for “Victory in °33’—if this 
victory means overcoming the public 
enemy, “depression.” 

Why should not the electrical fra- 
ternity lead this campaign for victory,— 
by sponsoring a building campaign, and 
inviting the other trades dependent upon 
building to join with us? 

Ask through your columns for dis- 
cussion and suggestions, and we may 
yet gain the conquest of “Victory in 
—_" M. E. Gavin, Secretary, 

New England Electric Co., 
Denver, Colo. 




















VICTORY in '33 


Electrical Wholesaling's Nation-Wide 


Sales Drive to Stimulate Recovery 























October Prize Winners 


$10.0 00 D Prizes 


M. L. Zahn... ice 
C. F. Phillips... 


William Lapine 
James D. Scanlon. 
T. Purcell ............. 
George L. Cook. 
L. E. Melntyre... 
Leo Sanford __.. 
S. V. Halcombe. 
H. M. Matchett.. 


C. S. Diegel.__ 
W. A. Horton... 
C. Hummel .... a 
L. W. Treichler... 
D. O. Manix............ 


Harry S. Baumgarten. 


Philip Schaeffer 
Mack C. Kleiner... 
M. S. Bitterman... 
E. Dritschel _............ 
Thomas B. Watkins 
George Baitinger 
Samuel Kobert 
Wm. Berniger - 

R. M. Shaeffer . 


Allen Electric Co., Cleveland, Ohio 

Keimanes Graybar Electric Co., Chicago, Ill. 
...Canfield Supply Co., Kingston, N. Y. 

W. T. McCullough Electric Co., Pittsburgh, Pa. 
.......Graybar Electric Co., Providence, R. |. 


Standard Electric Supply Co., Milwaukee, Wis. 


eee Graybar Electric Co., Philadelphia, Pa. 
Standard Electric Supply Co., Milwaukee, Wis. 
Sam Graybar Electric Co., Baltimore, Md. 


Ww. T. McCullough Electric Co., Pittsburgh, Pa. 
Psknccsiciadouaertenaee Graybar Electric Co., Buffalo, N. Y. 
..ReQua Electrical Supply Co., Rochester, N. Y. 


...Graybar Electric Co., Los Angeles, Calif. 
Baitinger Electric Co., New York City 

E. B. Latham & Co., New York City 

cao Graybar Electric Co., Chicago, Ill. 


ened Electric Supply Corp., Los Angeles, Calif. 


$5. 00 Prizes 


_West Phila. Electric Supply Co., 


Philadelphia, Pa. 


Garfield-Elliott Electrical Supply Co., New York City 


Hyland Electrical Supply Co., Chicago, Ill. 
..Baitinger Electric Co., New York City 
_L. A. Woolley, Inc., Buffalo, N. Y. 

.. Baitinger Electric Co., New York City 


...Murray Electrical Supply Co., New York City 


... Garfield-Elliott Electrical Supply Co., New York City 


..Colonial Electric Co., Philadelphia, Pa. 


November winners will be announced next month 
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Winners Tell of Hard Plugging, 
Give Credit to Quality Lines 


Contacts All Users 


Thank you for the $10 prize check 
awarded to the high man on fuses for 
October in the “Victory in ’33” sales 
contest. The button and the check will 
be used to good advantage. 

This is the result of six months’ de- 
velopment work. Fuses are a “bread and 
butter” item, and all industrial plants 
must use them. I am making a deter- 
mined effort to contact every possible 
user in this district. There is in this 
total for October one large order which 
was secured through the combined 
efforts of the manufacturer’s local rep- 
resentative and my own. 

Thanks again for the prize and the 
button, and my hope is that I may repeat 
this in the future. 

L. E. McIntyre 
Graybar Electric Co. 
Philadelphia 

Vv 


Calls Get the Business 


You have asked for a story on how I 
was able to get the orders that enabled 
me to win a prize on the lines of the 
National Electric Products Corp. 


I don’t know of any special sales 
appeal, or high pressure system to use, 
and have never attempted to use any 
such methods. I do know this, how- 
ever, that the salesman who is fortu- 
nate to represent an electrical whole- 
saler that the industrial plants, contrac- 
tors, and contractor dealers recognize 
as a concern that gives good service, 
has the right price, and sells only qual- 
ity merchandise, has better than an even 
chance of getting the order. I con- 
sider the firm I represent an electrical 
wholesaler in this class, and the manu- 
facturers we represent as makers of the 
best electrical products obtainable. 

A very important thing is calls. Call 
on your customers regularly, just as 
often as possible. It’s the man that 
makes the calls that gets the business. 
If you don’t, you will no doubt notice 
on your next belated visit some new 
material installed, purchased from one 
of your competitors who has been mak- 
ing calls. This order should have been 
in your order book. 

Another thing, don’t be afraid to go 
out of your way to do a customer a 
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favor occasionally. I mean by this, if 
he has had a breakdown, or is urgently 
in need of some material, don’t wait 
for the regular delivery. If you can 
haul the order, throw the material in 
your machine and get it to him. He 
will appreciate it, and won't forget it 
when future orders are placed. 

In closing, contests such as the “Vic- 
tory in °33,” pep you up. They make 
you work just a little harder to get that 
order—and who can’t use a little prize 
money now and then! 

Howarp W. Ho.tTKamp, 
The F. D. Lawrence Electric Co., 
Cincinnati. 





November Reports 


are due on 


December 15 











No Sales "Stunts" 


Needless to say I was very much 
gratified to receive your letter advising 
me that I was high man on the sale of 
P. & S. products. Both the $10 and the 
gold lapel button are very acceptable, 
indeed. 

After an experience of 25 years in 
the electric supply wholesaling business, 
most of the time as a salesman, I have 
found that active systematic work, fair 
dealing, and customer co-operation are 
most productive of results, rather than 
spectacular or “stunt” sales methods. 
For this reason there cannot be any- 
thing very exciting or interesting in 
this letter as an explanation of my good 
fortune in qualifying in this contest. 

The larger part of the business mak- 
ing up the total of my sales was secured 
in the regular course of my work as a 
salesman, aided in a large part by my 
familiarity with the line and by my 
absolute belief in its quality. 

Thanking you for your enterprise 
and cooperation that has put the elec- 
trical wholesalers salesmen in a posi- 
tion to earn these prizes, I remain 

J. J. McGuire, 
A, M. Little Co., 


Syracuse. 


Goes Off the Beaten Path 


Acknowledge the check for $10 as 
prize for selling Plymouth tapes, for 
which please accept my thanks. Plym- 
outh tape is a good tape and, coupled 
up with some additional efforts, can 
easily be sold. I just plug every pos- 
sible outlet, hardware, electrical, auto- 
motive, and particularly those off the 
beaten path which most of the men fail 
to contact. 

Put the little tape orders with the big 
ones, they amount up. 

Burre_t S. HARTMAN, 
Royal Electric Supply Co., 
Philadelphia. 

v 


Gets Industrial Business 


I appreciate very much thé award of 
$10, also the gold “Victory in ’33” but- 
ton, for being top man on the Bussman 
line. 


I want to add that my month’s busi- 
ness on Bussman was for fuses and 
renewable links, both one time and re- 
newable cartridge types, and practically 
all orders were sold to industrial plants. 

There is plenty of this business among 
our industrials throughout the country, 
and I am certain that if regular contact 
and persistent calling is kept up we will 
be rewarded with a nice volume of fuse 
business. R. J. VALENTINE, 

The H. Poll Electric Co., 
Toledo. 
Vv 


Believes in Service 


I wish to acknowledge your $10 prize 
and gold label button. Please accept mv 
thanks and appreciation. 


As high man on Arrow Hart & Hege- 
man products, I attribute this accom- 
plishment to concentrating on a quiet 
and intelligent discussion of the merits 
of Arrow Hart & Hegeman products. I 
use my customer as my chief source of 
prospects, and when a satisfied customer 
gives me the name of a friend, it is the 
best type of prospect I can get. Selling 
after all is just a matter of straightfor- 
ward business, in which the one big 
guiding principle is service. 

M. L. ZAHN 
The Allen Electric Co. 
Cleveland 


ELECTRICAL WHOLESALING 








=~ 7 = ea = ew eI a Oe CUD 


See 6% 


ND 











All salesmen of electrical wholesalers are eligible to participate in "Victory in '33."" No 


advance registration is necessary. 


Use blank on page 21 for reporting your sales, or you may use your own company’s 


letterhead. 


Report total sales for the month, in dollars and cents, on the products of any of 


the manufacturers listed on page 21. 


Report sales for each manufacturer separately. 


Report for as many manufacturers as possible, even if your sales on some lines are 
small. Every line reported on counts toward a Grand Prize. 


Have your report countersigned by your sales manager or by an officer of your 


company who has such authority. 


Your report for December must be mailed to reach Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, on or before January 15, 1934. 


November winners will be announced in the January issue of Electrical Wholesaling. 


CONTEST RULES 


1. Separate contests will be held each month from 
January to December inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. A cash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufacturers’ lines on which he is also 
high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 


prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a gold "Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a silver "Victory" emblem 
in recognition of their achievements. 


10. Three Grand Cash Prizes, a first prize of $100, 
a second prize of $60 and a third prize of $40, will 
be awarded to the wholesalers’ salesmen who make 
the best showing during the last six months of 1933. 
Number of monthly contests participated in, num- 
ber of manufacturers’ lines reported on, size of ter- 
ritory and volume of sales reported will all be con- 
sidered in selecting the winners. 


' November and December Contests 


Will Decide Grand Prize Winners 
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M. H. Baumholtz H. P. Anderson J.H. Cobb 
Germantown Elec. Sup.Co. Westinghouse Elec. Sup. Co. Joseph Kurzon, Inc. H. Poll 
Philadelphia Chicago New York City 





A Great Incentive 


Thank you very much for the check 
for $10 and the gold lapel button cover- 
ing largest sales on Steeltubes. 

This “Victory in ’33” Contest is a 
great incentive to all wholesalers’ sales- 
men and I attribute my success in ob- 
taining this business to the splendid co- 
operation of the manufacturers’ local 
representative and also to the fact that 
I clung on to this job with bull-dog 
tenacity until I had the signed order. 

Let me assure you that this excellent 
idea has surely given new life to the 
men who have been on the toboggan 
and there is no doubt in my mind as 
1933 rolls along that many of us will 
have benefited by this inspiring sales 
stimulator. 

W. J. DEMpPsTER, 
Westinghouse Electric Supply Co., 
Philadelphia. 

v 


Surface Only Scratched 


Again I thank you for your check 
and again I must say, “It arrived at an 
opportune time.” 

I’ve been boosting “Fretz Moon” con- 
duit for years. Let me mention here 
that our company was the first to dis- 
tribute “Fretz Moon” in the Philadel- 
phia territory. It was difficult to sell 
in the beginning, but its superior qual- 
ities could not be avoided. I know 
those qualities and my customers appre- 





ciate them, others will soon know them 
too. The surface has only been scratched. 
Before closing, might I say that this 
contest had added considerably to my 
efforts, and that I am very thankful for 

my reward. 
Martin H. BAUMHOLTz, 
Germantown Electric Supply Co., 
Philadelphia. 

v 


Sells Better Merchandise 


Accept my sincerest thanks for your 
prize, button and communication. 

Also with reference to the selling of 
good merchandise and how the prize 
was won I might state that as long as 
you are selling merchandise which you 
personally are sold on, the task of sell- 
ing is not so hard. “Arrow” merchan- 
dise and merchandise of that caliber 
can be sold and will be sold above the 
price of inferior merchandise which 
you and I know will not last. It is not 
always a question of price. It is a duty 
of the salesman to acquaint his customer 
with the good features of good mer- 
chandise rather than take the order just 
on price. Carrying samples of the com- 
plete line and acquainting the customers 
with the new numbers as soon as they 
come out also helps. But above all, sell 


them better merchandise that will last. 
Yours for BETTER MERCHANDISE, 

C. Puitie SHAPIRO, 

Royal Electric Supply Co., 

Philadelphia. 


R. J. Valentine 


C. P. Shapiro 
Royal Electric Supply Co. 


Elec. Supply Co. 
is Philadelphia 


Toledo 





Revamps Old Installations 


I was indeed pleased to receive your 
prize for Jefferson Products in the 
“Victory in ’33” Contest, and would 
like to be pleased again. 

I find that showing and explaining 
how old electrical installations, when 
replaced with new up-to-date equipment, 
will cut expenses and be more efficient 
and productive to the consumer, pays 
dividends not only to him but also to 
the firm I represent. 

C. J. DENEVE, 
ReQua Electrical Supply Co., 
Rochester 


v 
Carries Samples 


Am in receipt of your check for $10 
and gold button, for which please ac- 
cept my thanks. 

Regarding the sale of “Steeltubes,” I 
had received numerous inquiries re- 
garding it; due mostly to ads carried in 
the electrical trade papers. 

I in turn got my company to put in 
a stock of the line along with fittings. 

I carry a sample piece of this with 
me at all times to show the architects 
and the trade, along with builders, the 
savings that can be made in the cost of 
material and labor by its use. 

I find if one good size job is sold, 
others fall in line with much less effort. 

Car F. Ernst, 
Chas. B. Scott Co., 
Scranton, Pa. 





C. F. Ernst G. L. Cook M. L. Zahn C. D. Hummel L. E. McIntyre 
Charles B. Scott Co. Standard Elec. Supply Co. Allen Electric Co. Baitinger Electric Co. Graybar Electric Co. 
Scranton Milwaukee Cleveland New York City Philadelphia 
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“MICTORY in °33” 


DECEMBER CONTEST 


Winners will be announced in the February issue of Electrical Wholesaling 








1. Read carefully the Contest Rules 
on page 19. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of December 
keep your own record of sales on all 
products of each of these manufac- 


INSTRUCTIONS TO SALESMEN 


turers for whom your house is an 
authorized distributor. 


(By “sales'’ is meant actual orders 
taken by you or credited to you from 
December | to 31 inclusive, at whole- 
saler's selling price —what you bill 
your customers—whether for Decem- 
ber or later delivery.) 


4. At the end of the day, on Satur- 
day, December 30, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer of your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Ill.. 


on or before January 15, 1934. 


Salesman’s Entry and Report Blank for December 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 





Name of Manufacturer See Page 
Arrow-Hart & Hegeman 

Electric Co. 33 
Benson Co., Inc., Alex R. 48 


Bryant Electric Co. 


BullDog Electric Products Co. 29 
Bussmann Mfg. Co. (Super- 

Lag Fuses only) Back Cover 
Colt's Patent Fire Arms 

Mfg. Co. 25 
Couch Co., S. H. 48 
Fretz-Moon Tube Co. 43 
Fullman Mfg. Co. 42 
General Cable Corp. 39 


Front Cover 


General Electric Vapor Lamp Co. 42 


Contestant Sign Here (Print Name) 


ek ot 
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Your Sales in Dec. Name of Manufacturer See Page Your Sales in Dec. 

Hamilton Beach Mfg. Co. 27 Enero ee 

SE lonon cic Co. nag 

Justrite Mfg. Co. 40 Ts sccdacomsiaaiians 

a Knox Porcelain Corp. 40 ee 

Pass & Seymour, Inc. 4 | I ee 

a Plymouth Rubber Co. RS ae 

fet ee Square D Co. 2 ee aoe 

I Steel and Tubes, Inc. 23 pe 

| RS eo Sterling Mfg. Co. 31 i ae 

ientsncdoiisinipaiectssnd Stewart-Warner Corp. 35 ie Cee 

SEE een Trumbull Electric Mfg. Co. 36 ne) 
Wactassssacadctns cack: Wiremold Co. 40 . 





ninrsiatoce' GRU MGI ts ee Ee 
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Hearing on Basic Wholesaling Code 
Held in Washington on Nov. 13 


Twenty-Seven Trade Associations, Including Radio, Hardware and 
Dry Goods, Sponsor General Code for the Wholesaling Trades 


A master code for the wholesaling 
and distributing trades, involving more 
than sixty-nine billion dollars in net 
annual sales, came up for public hear- 
ing in Washington on November 13, 
before Division Administrator White- 
side and Deputy Administrator Damer- 
on. In his opening statement Mr. 
Whiteside said that the definition and 
maintenance of the position of the 
wholesaler were perhaps the most im- 
portant subjects that would be consid- 
ered by the Recovery Administration. 

The Code was presented by F. H. 
Scott, of Carson Pirie & Scott, of Chi- 
cago. Mr. Scott declared the economic 
life of the country was dependent upon 
three factors—manufacturing, distribu- 
tion and retailing. He stated that more 
than one million retail stores were de- 
pendent upon the wholesalers for their 
stocks, and that 169,000 wholesalers in 
the United States gave employment to 
1,607,000 persons to whom they paid 
a total of more than three billion dol- 
lars in wages last year. Mr. Scott 
declared that the wholesaler had suf- 
fered because of his intermediate rela- 
tionship to both the manufacturer and 
the retailer, but he expressed belief that 
the code as submitted would have far- 
reaching influence in correcting present 
unsatisfactory conditions. 

After setting forth trade practices, 
which follow, in the main, the prac- 
tices specified in many other codes, two 
important “permissive” trade practices 
are appended. These would provide, 
first, that selling at wholesale prices to 
ultimate consumers in those divisions 


where wholesalers sell through retail- 
ers, is uneconomical and undesirable 
and may be prohibited; second, in any 
division in which manufacturers sell 
coincidentally to several classes of buy- 
ers (such as wholesalers, retailers, con- 
sumers) the divisional code authority 
may announce for each product or 
group of products distributed by its di- 
vision price differentials for the classes 
of buyers. 

An exhaustive brief in support of 
both the trade practices and “permis- 
sive” trade practice sections of the code 
was presented by Flint Garrison, direc- 
tor general of the Wholesale Dry Goods 
Institute. Mr. Garrison stated that the 
“permissive” trade practices were left 
in the hands of divisional code authori- 
ties because no way could be found for 
handling them under a general code. 
He stated that the wholesale trade was 
of vast proportions, and that sharp defi- 
nitions of wholesaling and retailing 
were necessary to prevent the destruc- 
tion of many wholesalers. 

Declaring that the provision for price 


differentials by primary sellers for 
wholesalers, retailers and consumers 
was most important, Mr. Garrison 


pointed out that the attempts of manu- 
facturers to engage in duel selling were 
unfair and discriminatory from the 
standpoint of the wholesaler. Present 
price discriminations, he stated, not only 
are not in the public interest but also 
are destructive to the trade and de- 
moralizing to prices. 

In response to a question by Admin- 
istrator Whiteside, Mr. Garrison stated 








Characteristic Expressions: No one asked the members of this group to smile. 
It is their characteristic expression. They are all of the United Electric Supply Co., 
Salt Lake City, Utah. Starting at the left in the back row are: Charles F. Critchley, 
p.a. and orders; R. Y. Gray, auditor; Elsie Kaefer, stenographer; H. R. Bygel, 


manager; and Ted Bygel, refrigeration service. 


Front row: Margaret Haley, 


bookkeeper; S. Rosenfield, partner, and Frank Makin, clerk. 


that the price differential proposal was 
not mandatory, but that divisional code . 
authorities would be empowered to de- 
termine price differentials and then in- 
vite manufacturers to subscribe to their 
adoption. 

This provoked from Administrator 
Whiteside a statement that “I would 
very much like to see this provision go 
further if it were possible to do so. 
This is a lifetime opportunity for 
wholesalers, and several provisions 
might be included in this section of the 
code to strengthen it.” This statement 
brought a prolonged burst of applause 
from the audience of several hundred 
persons present. 

The Consumers’ Advisory Board rep- 
resentative objected to the price differ- 
ential section. The provision, he as- 
serted, would make the Code prohibit 
economies from reaching the consumer, 
insure a definite margin between cost 
and selling price; eliminate benefits ac- 
cruing from individual initiative; legal- 
ize boycotting; “freeze” the present 
distribution system, and define by law 
provisions which should properly be 
reached by private bargaining.” 

The price differential provision was 
also objected to by a representative of 
the National Retail Dry Goods Asso- 
ciation, who declared that for a manu- 
facturer to charge a greater price to a 
chain of metropolitan department stores 
than to small wholesalers he considered 
unsound economics. 

The following is the wording of the 
proposed “price differential” section: 

“DIFFERENTIALS: In any division in 
which manufacturers, importers, mills, or 
other primary sellers sell coincidentally to 
several classes of buyers (such as whole- 
salers, retailers, consumers), the Divi- 
sional Code Authority, subject to the ap- 
proval and with the advice of the Admin- 
istrator, may announce for each product 
or group of products distributed by its 
division, price differentials between the 
different classes of buyers which shall be 
fair and reasonable in relation to the 
nature and extent of the distributing 
services and functions rendered by each 
buying class. Such differentials shall in- 
clude all elements affecting the net price 
such as discount terms and allowances. 

“When such price differentials are so 
established by manufacturers, importers, 
mills, or other primary sellers, wholesal- 
ers or distributors in the division may 
agree, subject to the advice and approval 
of the Administrator, not to purchase 
from or distribute the products of such 
manufacturers, importers, mills or other 
primary sellers who do not establish and 
maintain such price differentials. Viola- 
tions of such agreements shall constitute 
unfair trade practices, 

“Nothing in this Section shall be con- 
strued to prevent reasonable and fair 
price differentials from being allowed on 
the basis of quantity purchased or such 
other factors as the Administrator shall 
deem proper.” 
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LEAVENWORTH, KANSAS, HIGH SCHOOL 

Associated Architects: Feth and Hazelwood, Leaven- 

worth, Kans.; Felt, Dunham and Kreihn, Kansas 

City, Mo. Electrical Contractor: Ernest Lord, 
Leavenworth, Kans. 












POSTAL LIFE AND CASUALTY INSURANCE 
BUILDING, KANSAS CITY, MO 
Architect: Edward W. Tanner, Kansas City, Mo. 
Electrical Contractor: L. D. Wiard Electric Co., 
Kansas City, Mo. 


“CLEVELAND = 


A UNIT OF. REPUBLIC STEEL CORPORATION 


Kansas and Missouri step into the 
limelight with two new attractive 
buildings which will depend on 
Steeltubes for many, many years 
for the protection of their electri- 
cal circuits. Approximately 40,000 
feet, almost eight miles, of Steel- 
tubes was installed in the Leaven- 
worth, Kansas, High School, and 
in the Postal Life and Casualty 
Insurance Building, Kansas City, 
Missouri. 

Contractors everywhere are 
coming to the realization that 
Steeltubes can be a vital factor in 
helping them to make money— 
not only on new large construc- 
tion, but also on the re-wiring jobs 
that help keep things moving dur- 
ing periods when new construc- 
tion lags. 

As a wholesaler it is your duty 
to help them—and don’t forget 
that your prosperity is tied up 
with their’s. If you are not famil- 
iar with the advantages of this 
modern threadless rigid conduit, 
investigate and have Steeltubes in 
stock when your customers de- 
mand it. Full information will be 


sent upon request. 






Electrical Division 


STEEL AND chet INC. 


We\tifo 











24 


Trends in 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 











The Wholesaler Survives 
Because He Is a Specialist 

Competition from manufacturers’ 
sales branches, on the one hand, and 
from chain store warehouses on the 
other, has made the plight of the whole- 
saler appear so serious that many ob- 
servers have readily predicted his early 
elimination. The fact that he not only 
survives but still constitutes the domi- 
nant type of wholesale distributor may 
indeed seem strange. How did he es- 
cape ? 

The answer rests upon two funda- 
mental economic principles—specializa- 
tion and cooperation. The wholesale 
merchant performs certain inescapable 
economic functions, chief among which 
is the provision, at strategic points, of 
reservoirs for the surplus merchandise 
requirements of the community. Sur- 
pluses are made necessary by the sea- 
sonal nature of production of foodstuffs 
combined with a continuous demand for 
them on one hand, and a continuous pro- 
duction of many manufactured goods 
with a seasonal demand for them on the 
other. It is therefore essential that 
adequate storage facilities be provided. 
Other marketing functions performed 
by the wholesaler are: assembly of 
merchandise in carload lots; redistribu- 
tion in smaller quantities with result- 
ing reduction of transportation costs; 
determination of the needs of the com- 
munity in advance so that the desired 
goods will always be available; and the 
extension of credit to retailers. The 
necessity for performing these essen- 
tial marketing functions cannot be 
avoided by eliminating the wholesaler. 
Manufacturing establishments and 
chain stores which have sought to dis- 
place the wholesaler have quickly made 
the discovery. 

Apart from the inertia arising from 
habits and trading customs, which 
would tend to perpetuate him, the 
wholesaler has survived because he is 
a specialist in the performance of these 
functions. As a specialist he is in a 
better position to reduce his costs and 
consequently to meet competition than 
are organizations whose primary inter- 
ests lie in production or retailing. The 
outcome has been that relatively few 


manufacturers have had much success 
in short-circuiting the wholesaler. 

Although the wholesaler has been 
fighting valiantly for his marketing in- 
heritance he has suffered sorely from 
inroads made by the new competition. 
Many of the old line distributors who 
were too old or too stubborn to change 
have fallen by the way. A younger 
group of alert and modern business 
men are entering the wholesale field 
better equipped to wage a successful 
warfare. There is considerable hope 
for them if they will but take advan- 
tage of their strategic position as spe- 
cialists in performing certain essential 
economic functions—NATHANAEL H. 
ENGLE in the American Economic Re- 
view for June. 


v 


Re-aligned Sales Thinking 

The ability of any company to retain 
its capital or to attract new capital is 
dependent upon its ability to earn a 
profit. 

The natural question now is what to 
do about it. To you representing the 
selling end of the business the answer 
is obvious. And in that answer lies 
your great opportunity. You are a tre- 
mendously important cog in influencing 
business opinion and if we are to have 
sustained recovery that opinion must be 
made aware of the necessity for elim- 
inating obsolescence and reducing the 
cost of high-cost manufacturing. 

You have the problem of re-align- 
ing your sales thinking. Expansion of 
plant capacity on which many of you 
have depended for business under these 
new conditions will not be the big fac- 
tor. Modernization of existing facili- 
ties to meet new manufacturing and 
cost conditions will be the big factor. 

Order taking will always be in or- 
der and transoms should be kept wide 
open, but if you men are to share in 
the avalanche of business that must 
come as industry recognizes its changed 
manufacturing problems you must be 
equipped to sell creatively. 

You must be the advance guard of 
this drive to show industry its needs 
under the new conditions. You have 
a close knowledge of local conditions, 


you have a technical acquaintance with 
manufacturing and processing opera- 
tions and you are or should be familiar 
with the opportunities for modern 
equipment in your local plants. 

There is little need for me to detail 
the sales opportunities that exist for 
example due to the extensive neglect of 
equipment during the past few years; 
or the business available if just the idle 
machines that have been robbed of 
spare parts were brought back to oper- 
ating conditions. Add to that the busi- 
ness you can stimulate through a study 
of existing obsolescence in the plants of 
the country and you will have a quick 
picture of the size of your sales op- 
portunity. 

To the extent that you as distributors 
recognize the changed conditions under 
which your selling must go forward 
and create sales to that extent will you 
be recognized as a factor in distribu- 
tion during the next few years.—MatL- 
corm Murr, Division Administrator, 
NRA, in Mill Supplies for November. 


v 


Salesmen Must Be Re-trained 

Business upswing will bring the big- 
gest competitive scramble for the con- 
sumer dollar we have ever witnessed. 
The part each company gets is up to 
its salesmen on the firing line. The 
retail salesman is the real custodian of 
all company efforts and assets. Upon 
his performance, the ability to pro- 
duce, employ, pay dividends and en- 
large the standard of living depends. 
While we are redesigning products, 
analyzing markets, revising prices, 
changing policies and practice to con- 
form to the requirements of the new 
economic order, we should not neglect 
human engineering. Salesmen must be 
trained and inspired anew. 

With chiseling ruled out under NRA, 
selling emphasis will be shifted from 
price to value. Order-taking methods, 
to which salesmanship had largely de- 
volved during the price regime, must 
change to real salesmanship. Salesmen 
must be retrained to dramatize values 
and to sell vital product advantages.— 
Joun H. Knapp, vice-president, Norge 
Corp., in Printers Ink for October 5th. 
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CONCENTRATE ON COLT’S ¢., Prorits in 1934 


Safety and Meter Service Switches 









BACKED BY 100 YEARS 
OF PRESTIGE 


QV HEREVER you can concentrate on one line, 


you take some of the load off your inventory. 


It is the eminently practical thing to do in the case 
of switches . . . . for the Colt-Noark line not only 
provides a switch for every specific need, from meter 
service to motor starting —it gives you, as well, the 
prestige and surety of a century-old name. 


Every wholesaler who carries Colt-Noark switches 
knows their quality and salability—important virtues 
in these days of wasteless buying and close figuring. 


it will pay you to center on Colt-Noark. You will 
make and save money. You will have no come- 

backs. And your profits will be assured by a 
protective jobber policy. 


You will find in the Colt-Noark catalog 


every number you will ever have 
a call for. Ask for your 


copy. 





COLT’S PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago New York Philadelphia 
Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 
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Salesmen Have a Definite Hour 
for Calling on Each Dealer 

Obviously, our salesmen cannot gauge 
all calls at the precise moment of need. 
But we have found that if Mr. Dealer 
knows approximately when Bill is due 
to arrive on the scene, he is willing to 
adjust himself to Bill’s arrival. 

That is the crux of our present sales 
program. When things began to get 
tough in the territory, we took stock 
of our sales strategy. One of the first 
things we did was to request each of 
our 16 men to make out a written itin- 
erary, averaging 16 calls per day. Each 
man time-clocked his route, worked his 
schedule down to a fine point. When 
each itinerary was prepared as care- 
fully and accurately as possible, it was 
placed in our office files. 

It became quite a sporting proposi- 
tion among the men to hit each town 
at a certain hour of a certain day each 
week. Our dealers could almost set their 
watches by the arrivals of our sales- 
men. 

Just the other day I had reason to 
get in touch with one of the boys in the 
field. I looked over his itinerary, and 
then put in a call to a dealer. This 
man replied to the telephone call: “Your 
Mr. Jones hasn’t showed up yet, but he 
is due today at about 2:30 o'clock. I'll 
have him call you.” At exactly 2:50 
o'clock, the salesman’s return call came 
through. 

The gist of all this is that when the 
dealer knows when to expect our sales- 
man, and can be reasonably sure of his 
prompt arrival, he is not tempted to 
give the order to Jack or Joe who 
happens along about that time. Of 
course, I am assuming always that the 
dealer prefers to buy our merchandise. 
Aside from his regularity of calls, the 


salesman’s job is to establish this 
preference.—E. C. WALLING, sales man- 
ager, Ballou and Wright Co., Seattle, 
in Automobile Trade Journal for Oc- 
tober. 

v 


Modernization — An Immediate 
Industrial Market 


The American business man has been 
thinking in terms all the time of ex- 
pansion, expansion, expansion. But I 
believe that he must change his mind 
because, in my opinion, there is not 
going to be very much expansion in the 
next few years, if any. 

We will have to get in a new frame 
of mind about our capital goods indus- 
tries and build a market that will keep 
us going without expansion. 

A very conservative survey of indus- 
try in the United States shows, at the 
present time, 50 per cent of the equip- 
ment is obsolete. There is a tremen- 
dous market. 

Old market evaluations, old methods 
of distribution and old advertising poli- 
cies must be revised. There are new 
consumers, new trading areas, new ad- 
vertising and sales methods. Advertis- 
ing as a great and constructive force in 
selling should increase in importance. 
You and I well know that the price 
cutter was the biggest builder of profit- 
less prosperity. All this has changed. 
Products are to be sold on a basis of 
quality, and this fact offers a challenge 
to our best business, sales and adver- 
tising brains. 

I believe that we are really on the 
threshold of a saner kind of selling. 
Salesmen must know both product and 
need, and no half-way measures. They 
must have full knowledge of what they 
are selling, and perfect vision as to 








Including the Second Generation: 


left: 


A few of the fellows present when we made 
a call recently on the Midwest Electric Co. of Minneapolis. 
D. A. Mandel, sales manager; W. 


Starting at the 
C. Carlson, president; Warren Carlson, 


the second generation; Gordon Raymond, and A. D. Stevenson. 


where the product will fit successfully. — 
Mason Britton, vice-president, Mc- 
Graw-Hill Publishing Co., in Execu- 
tives Service Bulletin for October. 


v 


Ownership of Salesmen's Cars 

The majority of companies operating 
large fleets of sales cars have decided 
after years of experiment upon owning 
the cars themselves, it is indicated in 
a survey of policies of leading fleet 
operators reported in Printers’ Ink 
Monthly (September). On the other 
hand, the survey reveals, the majority 
of companies operating small fleets 
seem to believe in the salesman-owned 
car. 

It is pointed out, however, that eco- 
nomical operating records are being 
made by large companies for their sales- 
man-owned cars with apparent satis- 
faction on the part of the salesman. 
Furthermore, it is stated that there is 
a trend today among several important 
companies away from company owner- 
ship and toward salesman ownership. 

Thirty-three of the companies con- 
tributing to this study were found to 
either make definite expense allowances 
or have figures showing actual ex- 
penses. The net average of these fig- 
ures is reported as 4.033 cents per mile, 
the lowest expense figure being 2.42 
cents and the highest 6 cents per mile. 
The last figure was not actual expense 
but was an allowance made by a com- 
pany with a medium size fleet. A study 
of the expense records of the companies 
maintaining the most accurate figures, 
the report states, shows that neither of 
these mileage costs is an accurate re- 
flection of the actual operating expenses. 

The report also considers salesmen’s 
automobile expense reports and what 
they should contain—From Domestic 
Commerce for October 10th. 


Vv 
Selling to Chain Stores 


For several years certain electrical 
manufacturers have been doing their 
utmost to develop electrical departments 
in five and ten cent stores and other 
non-electrical selling agencies. Falling 
all over one another to secure this busi- 
ness, they have gone so far as to create 
“secondary lines” to be sold on the 
basis of price appeal alone. Do these 
manufacturers know that this practice 
contributes to the creation of fire haz- 
ards by the manner in which it en- 
courages home owners to do their own 
wiring? Do they realize how impos- 
sible they make it for licensed electrical 
contractors to compete against nonde- 
script bell hangers? Do they appre- 
ciate the manner in which they have 
weakened their wholesale distributors ? 
—Enprtorrat. in Metropolitan Electrical 
News for November. 
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That’s what we say in intro- 
ducing the new No. 8 Cleaner 
to replace our “Gold Star” 
Model. Wholesalers and deal- 
ers, who have seen it demon- 
strated, say “it’s a cleaning fool 
and a selling fool.” 


At $34.75 this cleaner is a sen- 
sation. It’s got everything— 
: Hamilton Beach quality — 
¥% greater efficiency—lower price. 


Hamilton Beach Manufacturing Co. 
Racine, Wis. 
Retail Price 


ATTACHMENTS 
$620 


\RING 


WT, BEACH 


N BRU: 





LIGHTER WEIGHT 





“THE BEST CLEANER 
WE EVER BUILT” 


Why is the No. 8 Cleaner a better cleaner? 


Because it has greater beating action—more rapid sweeping—and stronger 
suction. 


What gives this cleaner stronger beating action? 


The brush has stiffer bristles—Chinese hog bristles instead of horsehair 
Revolving speed of the brush is increased 32% —it beats 80 times per 
second. Wheels are back of nozzle allowing the stronger suction to lift 
rug closer to nozzle. 


Can the nozzle be adjusted for rugs of any thickness? 


Yes. It has 5 definite and marked positions. There is no guess work. 
The nozzle can be raised or lowered so the suction lifts the rug off the 
floor. This forms an air cushion under the rug, which permits the rug 
to ‘‘give’’ as the brush beats. Rug life is lengthened. 


Can the brush be adjusted for wear? 


Yes—without removing the brush. It has a fingertip adjustment—no 
tools are needed. It is so easy, the brush can always be kept in position 
to sweep and beat as it should. 


Why is the No. 8 Cleaner easier to operate? 


Because of its lighter weight—better balance—and the position of the 
front and rear carriage wheels. 


How much does it weigh? 


Only 1344 pounds. All excess weight has been eliminated—without sacri- 
ficing the quality or rugged construction characteristics of all Hamilton 
Beach products. 


W hy is a 2-wheel rear carriage used? 


Two wheels permit lifting the nozzle from the floor by pressing down 
on the handle without tipping the cleaner. This is important when clean- 
ing small rugs or picking up paper or other large objects. 


How does the No. 8 Cleaner compare in appearance? 


In appearance, as well as in cleaning ability, the No. 8 is the equal 
of cleaners priced from $10.00 to $45.00 higher. Since people often 
judge by appearance, the money spent by Hamilton Beach to put a 
panes polish on fan housing and nozzle castings is well repaid in more 
sales and customer satisfaction. 


What is the “Temperature Rise” in the No. 8 Motor? 


Although a motor may have a temperature rise of 50° Centigrade above 
room temperature without causing damage to armature and _ insulation, 
the No. 8 motor has a temperature rise of only 39 degrees—a wide 
margin of safety This No. 8 cleaner motor, like all other Hamilton 
Beach motors is built for long life and carefree service. 


New! Warm 
and Cool Air 
Hair Dryer 


Retail 795 


Price 


The new No. 5 Hair 
Dryer is finished in 
Ivory enamel — 
equipped with grey 
rayon cord — weighs 
only 1% pounds, Suit- 
able for home or pro- 
fessional use. 


*Western Price $8.45. 


HAMILTON BEACH 
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Association 


Acctivities 


A forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Detroit Radio Wholesalers Adopt 
Uniform Dealer Franchise 


A uniform, standard Distributor- 
Dealer Agreement has been adopted by 
the Detroit members of the Radio 
Wholesalers Association and the great- 
er Detroit Radio Dealers Association. 

A. H. Zimmerman, president of the 
Republic Radio Corp., and chairman of 
the distributor code committee, explains 
that: “Pending the approval of a na- 
tional code for radio wholesalers, this 
standard agreement is merely an at- 
tempt on the part of the local distribu- 
tors, who are all members of the 
R.W.A., to initiate policies of fair 
trade practice among the local radio 
industry. However, it must not be 
construed as a Code of Ethics as far 
as the dealers are concerned. It is 
merely an effort on the part of the 
wholesalers to lead the way for the 
dealers in their merchandising policies. 
Although the agreement has been in ef- 
fect but a few days, it appears that 
conditions which have given much trou- 
ble in this community are already on 
the mend.” 

Wholesalers, who have adopted the 
agreement, include: Republic Supply 
Corp.; Radio Distributing Co.; Elec- 
trical Specialties Co.; Aitken Radio 
Corp.; Philco Detroit Co.; Specialties 
Distributing Co.; Buhl Sons Co.; Gem- 
Ro-Lit Radio Corp.; Michigan Majes- 
tic, Inc.; Wilks Distributing Co.;, In- 
gram Ferguson Co., and Automobile 
Equipment Co. 

v 


Pacific Coast Electrical Bureau 
Offers Employee Education Plan 

A general plan of employee educa- 
tion has been submitted to all electric 
leagues throughout the United States 
by the Pacific Coast Electrical Bureau. 
It is also being presented to the prin- 
cipal manufacturers in the belief that 
cumulative effects from a nation-wide 
adoption should prove helpful to the 
industry as a whole. 

The program comprises 12 booklets 
to be distributed by employers, one 
booklet each month. Subjects covered 
include wiring, lighting, cooking, water 
heaters, refrigeration, radio, air condi- 


tioning and ventilation, space heating, 
sunlamps and appliances. 


v 


Forsell Heads Central Division of 
Electrical Credit Association 


At the 38th Annual Meeting of the 
Electrical Credit Association, held at 
the Congress Hotel, Chicago, on No- 
vember 16, Elmer Forsell of the Chi- 
cago Talking Machine Co. was elected 





Elmer Forsell 


president, succeeding F. R. Eiseman of 
the Revere Electric Co. 

In his opening address, Mr. Eiseman 
emphasized that that the E.C.A. was 
the only strictly electrical independent 
credit exchange and that it had suc- 
cessfully survived for the past 38 years. 
He reported that, during the past year, 
all electrical wholesaler members had 
also joined the radio group due to the 
fact that practically all radio dealers 
also handle appliances. He then empha- 
sized that the collection department, a 
new activity inaugurated during the 
year, had already proved itself of great 
value. Mr. Eiseman closed his remarks 
with a plea for a membership drive to 
bring back those who had dropped out 
during the depression. 

Following the reports of officers and 
committees, credit and collection prob- 
lems were discussed in an open forum. 
At the annual dinner in the evening, 
Dr. Ernest H. Hahne, professor of eco- 
nomics at Northwestern University, 
spoke on “What’s Ahead.” 


Puget Sound Wholesalers 
Prepare Local Code 


Pending the approval of a national 
wholesaling code, the Puget Sound 
Electrical Wholesalers Association has 
adopted a local code of fair competi- 
tion. 

Under this code, members would op- 
erate under four divisions: major ap- 
pliance, minor appliance, wiring device 
and supplies, and wire and cable. Busi- 
ness hours are specified from 8:00 A.M. 
to 5:30 P.M. and, on Saturday, from 
8:00 to 1:00 P.M. 

Subjects covered by the code include 
terms of sale for refrigerators and ra- 
dio, interchange of credit information, 
filing of price schedules, free delivery 
zones, advertising allowances, liquida- 
tion of surplus stocks and service. 


Vv 


Washington League Adopts Plan 
to Replace Obsolete Ranges 
The Electric League of Washington, 

D. C., is conducting a two months’ range 

selling activity to replace the many an- 

tique electric ranges now in service. 

Range salesmen attended a two day 

cooking school last month which was 

followed up by individual meetings in 
the premises of each distributor. 

The following league members are 
actively participating in the program: 
National Electrical Supply Co. ; Double- 
day Hill Electric Co.; Westinghouse 
Electric Supply Co.; Graybar Electric 
Co.; Barber and Ross; Potomac Elec- 
tric Appliance Co., and the Potomac 
Electric Power Co. 


v 


Over 1000 Cities Promote 
Identified Cord 


The Identified Cord Movement has 
now been adopted by more than 1000 
cities including 77 major cities. accord- 
ing to James A. Smith, director of the 
Electrical Cord Manufacturers. As a 
result of this activity to promote the 
5-ft. bracelet label, less than 25 per 
cent of the cord now made is unap- 
proved, whereas a year ago only 25 
per cent was approved. 
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iF, “NOT TO FUSE” 


IF, “TO FUSE” 





IN ADDITION— UNIQUE 
| FLEXIBLE DISTRIBUTION 
| SYSTEMS 


ALL PROVING 


WHICH LEADS US TO 
CONCLUDE 













Regardless of how this question is decided, 
BULL DOG Distributors will occupy the 
enviable position of being able to furnish 

what the Customer wants 


BULL DOG offers the famous DE-ION NoFuze Circuit Breaker Line 
of Load Centers, Panelboards, Switchboards and Industrial Breakers. 


the equally famous BULL DOG Line of Fusible Apparatus consisting 
of Fusenters, Safety Switches, Superba Lighting Panels, SAFtoFUSE 
Power Panels and DF-30 Switchboards will be available. 


BULL DOG has so developed and improved its various DUCT Lines 
that complete integral Distribution Systems of unusual flexibility for 
Industrial and Commercial Buildings can be furnished. 


that 1934 will see BULL DOG Distributors so provided that they will 
be in position to furnish the particular type of Products that will best 
suit the demands of the specific Job. 


that while Sincere Wishes may be the best we can offer our Distrib- 
utors to make their CHRISTMAS MERRY, the diversity and complete- 
ness of the Bull Dog Line should prove a distinct contribution towards 


making their NEW YEAR PROSPEROUS. 





DETROIT MICH. U.S.A. 





30 


Wholesaler 





, contributions 
of news items for this depart- 
ment, together with snapshots 
of their personnel, are solicited 
from electrical wholesalers and 





N Cws 


specialty distributors 








G.E. Supply Promotes Lewis, 
Opens Worcester Branch 

Robert J. Lewis, formerly appliance 
sales manager at Hartford, Conn., has 
been promoted to district manager of 
appliance sales at Cleveland for the 
General Electric Supply Corp. He suc- 
ceeds S. J. Tabor. R. L. Hanks re- 
places Lewis at Hartford. 

A branch house has been opened at 
165 Commercial St., Worcester, Mass. 
C. M. Smith is local operating manager. 

The Paterson, N. J., branch has been 
moved to 16 Spring St. 

At Chattanooga, H. R. Vines re- 
places T. M. Harris as local operating 
manager and Don G. Barnett has been 
appointed to the same position at Jop- 
lin, Mo. 


v 


Graybill's Range Dealers 
Attend Cooking Demonstration 
On the evening of November 13, Jno. 
E. Graybill & Co., York, Pa., distribu- 
tors of Standard ranges held a cook- 
ing demonstration which was attended 
by more than 40 dealers. H. A. Brown, 


president of Graybill, reports that or- 
ders were received for over 54 ranges 
and that “it was one of the most grati- 
fying meetings held during the past two 
years. The optimism of the dealers is 
evident from the orders which they 
placed.” 


v 


Oregon Wholesaler Moves 
The Willamette Valley Supply Co., 
Salem, Ore., has moved from 549 Ferry 
St. to new and larger quarters at 447 
Ferry St. 
v 


$500,000 Radio Order Placed By 
Listenwalter & Gough 


August sales of Listenwalter & 
Gough, Inc., Los Angeles, were highest 
of any month in three years. This firm 
not only laid off no salesmen during the 
depression, but has recently added five 
salesmen to its radio department. Tak- 
ing over the Philco line in May of last 
year, this distributor recently placed a 
$500,000 radio order to take care of 
the Christmas trade. 








All Because He Got Married: 
ered” by his associates at the Roland T. Oakes Co., Holyoke, Mass. 
married, on October 1, to Ann T. Gilday in the Little Church Around the Corner, 


New York City. 


Here we see salesman Paul Cushing being “show- 


Paul was 


Marjorie Smith and Edna Pothier found seats in the groom’s 


lap, which left standing room only for Bertha Gannon, Ann Thompson and _ Lil- 


lian Fitzgerald. 
to his rescue with a couple of blowers. 
for the Cushing home. 


Charlie Reed and Jim Finn decided Paul needed air and came 
On the clothes lines are some donations 


Changes at Salt Lake House 
of Westinghouse Supply 
Since the purchase of the electrical 
business of the Inter Mountain Electric 
Co., Salt Lake City, by the Westing- 
house Electric Supply Co., several 
changes in the sales personnel have 
been made, according to D. M. Sals- 

bury, manager. 

The sales organization now includes: 
T. D. Sunier, refrigeration sales man- 
ager; Frank Young, lighting and panel- 
board specialist; L. H. Borlase, mer- 
chandise and supplies, Salt Lake City; 
C. F. Dowden, industrials, Salt Lake 
City; W. W. Crocheron, supplies, Utah 
outside territory; M. E. Lanning, mer- 
chandise, Utah outside territory; C. B. 
Klingensmith, supplies, Idaho territory, 
and C. W. Kaylor, merchandise, Idaho 
territory. Tom Peake, formerly of the 
shipping department, has been trans- 
ferred to the city sales counter. 


v 


Westinghouse Supply, Los An- 
geles, Wins National Contest 


In the recent Master Builders’ con- 
test, sponsored by the Refrigeration Di- 
vision of the Westinghouse Electric & 
Mfg. Co., an average of 127 per cent 
of the established quota was attained by 
the 69 distributors entered in the drive. 

The Westinghouse Electric Supply 
Co. at Los Angeles was the highest 
ranking distributor in the contest with 
a record of 259 per cent of the estab- 
lished quota. Following close on the 
heels of the Western hustlers were, the 
Honolulu Hawaiian Electric Co. with 
a record of 257.3 per cent of quota, 
Tafel Refrigeration Co. of Cincinnati 
with 249.1 per cent, and the Edgar 
Morris Sales Co. with 243.2 per cent ot 
quota. 

v 


Denver Branch of G.E. Supply 
Moves to New Quarters 


E. E. Brazier, branch manager of 
the General Electric Supply Corp., at 
Denver, was host to a housewarming 
held in the company’s new quarters at 
18th and Blake Sts., on November 13. 
It is reported that the refreshments in- 
cluded “moonlight and pretzels”’. 
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Wonder how many times 
STERLING CONDUIT FITTINGS 


have passed through your hands 
on their way to contractors, 





without your knowing it! 








For years electrical device manufacturers have 
been labeling and packaging under their own names 
fittings made by Sterling. It was more practical for 
them to do this than to engage in the manufacture 
of a line in which Sterling had so long and success- 
fully been specializing. 


Now, however, the new provisions of the NRA 
and the Electrical Code make it both wise and 
desirable that Sterling Fittings should bear the 
Sterling mark and be sold direct. Through trade 
magazine advertising, direct mail, and other means, 
contractors are being made acquainted with the 
new Sterling merchandising policy. 


They will buy through you, of course. You will 
find the Sterling line complete, carefully designed, 
of finest workmanship and quality. Sterling fittings 
are cadmium weather-proofed and attractively 
packaged. 


Jobbers and manufacturers’ agents—write for 
catalog and specify territory desired. 


STERLING QUALITY 


APPROVED BY UNDERWRITERS LABORATORIES 


























THE STERLING MANUFACTURING CO. 


STRATFORD CONN. 
Makers of “Sterling” Quality Fittings 
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Krich Secures Utility as Oil 
Burner Outlet 


The Krich Distributing Co., ABC oil 
burner distributor of Newark, N. J., re- 
cently entertained the sales and execu- 
tive forces of the Jersey Central Power 
& Light Co. The ABC oil burner line 
and the merchandising plan now being 
effected by the Krich Company were 
presented in graphic form. 

The Jersey Central groups were most 
enthusiastic and left the meeting defi- 
nitely determined to solicit sales from 
their thousands of consumers. 


v 


National Electrical Supply Hires 
Blind War Veteran 

The question of what to do with our 
invalids, cripples, and blind men is a 
problem which has long been before 
America’s leading scientists and econ- 
omists. The National Electrical Supply 
Co., in conjunction with the Columbia 
Polytechnic Institute for the Blind, has 
taken at least one step towards solving 
part of the question. 

William U. Phillips, a blind man, is 
being employed by National Electrical 
Supply Co. and being paid a salary 
under the NRA code. For his first time 
in five years he is actually working at 
an honest-to-goodness job, operating a 
General Electric flatplate ironer in the 
company’s display window at 1328 New 
York Ave., Washington, D. C. 

The story behind William’s life and 
the manner in which his career was cut 
off short is a tragedy. Phillips formerly 
was a football star at the University of 
Pittsburgh and as a Panther, according 
to his friends, gave many performances 
which are comparable to those of War- 
ren Heller, Pittsburgh’s All-American 
half-back of last year. Graduating from 
the University, Phillips worked as a 
coal mine superintendent. Entering the 








Electrical Marine Expert: J. J. Tyson, 
vice-president and purchasing agent of 
the Maritime Electric Co., New York 
City, knows his nautical electrical re- 
quirements because his firm specializes 
in serving the needs of the marine 
trade. 


World War, he enlisted in the service 
in the 360th Aero Squadron. His trag- 
edy came through a quirk of fate, by a 
motorcycle accident. 

Since that time, Phillips, who is as 
ably bodied as any man could wish to 
be, has sought work. For five years he 
has gone through life with only a make- 
shift job here and there. Wanting to 
prove the efficiency and easiness of op- 
erating a flatplate ironer, the National 
Electrical Supply Co. has employed 
Phillips to demonstrate this to prospec- 
tive customers. He was given two 
weeks to practice at home with the aid 
of his wife and now does as good a 
completed job as any man with all his 
faculties. v 


Electric Association of Philadel- 
phia Appoints Range Committee 

A committee composed of A. L. Hall- 
strom, Graybar Electric Co.; E. J. 
Coyle, Colonial Electric Co.; J. T. 
Peirce, Peirce-Phelps, Inc.; Austin 
Monty, Philadelphia Electric Co.; Rowe 
Stewart, Stewart-Jordan Co. (advertis- 
ing agency), and L. G. Hertzler of the 
Association, has been appointed to pre- 
pare plans for a campaign to stimulate 
the sale of electric ranges throughout 
the year of 1934, interspersed with an 
intensive campaign through dealers to 
be announced early in the coming year. 


v 


Fox Electric Supply 
Supports NRA 

Elgin, Ill., staged a big NRA parade 
a few weeks ago. The Fox Electric 
Supply Co. entered its truck which had 
displayed on each side a large banner 
stating that the company signed the 
NRA Code the first day. A 400 ampere 
Square D switch was mounted at the 
rear of the truck over which was a 
sign reading: “WE HAVE THROWN THE 
SWITCH—DO YOUR PART, BUY NOW.” 


7 
Tom Moulton Joins City Electric 


Tom F. Moulton, for many years 
buyer of lighting fixtures for both Pet- 
tingell Andrews of Boston and Robert- 
son Cataract of Buffalo, and later New 
York and New England representative 
for the Consolidated Lamp and Glass 
Co., has joined the sales organization 
of the City Electric Co., Syracuse, 
N. Y. Mr. Moulton will cover the 
Southern Tier territory. 


Vv 
Salesmanship at the World's Fair 


In a recent message to his sales or- 
ganization, Herb Metz, sales promotion 
manager, Graybar Electric Co., said: 

“To me the greatest sight at A Cen- 
tury of Progress was a salesman in a 





Head Up Old Concern: H. H. Meyer is 
the new secretary-treasurer and C. C. 
Vogel, Jr., is the new president of the 
Shepherd Electric Co. of Baltimore, Md. 
Both have been with the company for a 
number of years and are carrying on 
where Mr. Shepherd left off. 





street of the Belgian Village. He had 
a suitcase, a tiny piano and a guy who 
could pound the ivories—he had a flock 
of aluminum gadgets and the God-given 
ability to make the customers think if 
they put them in their mouths they 
could warble like Bing Crosby, imitate 
the Brown Brothers on the saxophone, 
or Joe Cook and the Four Hawaiians. 

“He charged 25 cents for two pieces 
of aluminum worth about a cent—but 
when he started to talk—when the piano 
played and he made his gifted mouth do 
things with those aluminum plates— 
people came from all directions—from 
the buildings, the shops, the Cafe Leo- 
pold. They stopped—they listened— 
they bought; not by ones or twos—but 
by hundreds. Was that boy a sales- 
man? Was that guy a thrill? 

“And if that bozo can get 25 cents 
for two cents’ worth of aluminum plus 
ten dollars’ worth of know how—six- 
teen dollars’ worth of showmanship— 
and one hundred dollars’ worth of sales- 
manship—what you should do with 
worth while, honest to goodness prod- 
ucts like washers, cleaners, radios, etc., 
is just nobody’s business—but ours! 

“We can supply everything but the 
salesmanship—that’s where you come 


— 
in! v 
Federal Reserve Report 
Federal Reserve Banks have released 
the following statistics covering sales of 
electrical wholesalers for the month of 
September : 


Federal Reserve September, 1933, 


District Compared With 
Aug., 1933 Sep., 1932 

Chicago .....:. — 28 +32.9 

Philadelphia ... —26.0 +14.3 

San Francisco.. + 4.6 +24.5 

St. Lewis ...... — 8. +16.5 

CS ee + 18 +42.6 
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She CORD SE 


GUARANTEED TO LAST 
PACKAGED ~~ SELL, f 


This NEW CORD SET comes to your 
customers as a profitable merchandising 
proposition. Sales-appeal is brought to 
CORD ‘SET i the front in an attractive, colored Display 
a ee ea | Package which sells the sets. . . Each 

a display holds 10 Cord Sets, individually 
packed with written one-year GUARANTEE. Each set has SCREWLESS 
Bakelite Heater Plug, held together by spring clips; cannot 


Here's Quality dressed up for quick sale and priced to 
Write us for sales proposition. 





! Appliance CORD SET 





loosen. 
give an unusual merchandising profit. 


Arrow E ELECTRIC DIVISION 


THE ARROW-HART & aLEG’ oe CO. HARTFORD, CONN 
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Personals 





Harry OLLarp, formerly with the 
Westinghouse Electric Supply Co., is 
now selling for the Gertler Electric 
Co., New York City. 

L. PLaut, formerly lighting fixture 
engineer for Black & Boyd, will con- 
tinue this type of work with Metro- 
politan Electrical Distributors, Inc., 
New York City. RoBert CERINCIONE, 
for a number of years in the sales de- 
partment of the Edison Mazda Lamp 
Division of the General Electric Co., is 
now in the sales department of Metro- 
politan Electrical Distributors, Inc. 

Barton A. STAUFFER, formerly in the 
contracting business, is now covering 
Lancaster County and the Harrisburg 
territory for Jno. E. Graybill & Co., 
York, Pa. 

S. P. EccLesToNE, a salesman for the 
past four years with the Fife Electric 
Supply Co., Detroit, Mich., has resigned 
to become Michigan representative for 
the Russell & Stoll Co. 

F. M. BernarpiNn, district operating 
manager for the General Electric Co., 
Kansas City, Mo., has been re-elected 
a director of the Kansas City Club. 

B. T. Hare, Rumsey Electric Co., 
has been elected chairman of the 
Wholesalers Division of the Electrical 
Association of Philadelphia. A. L. 
HALtstrom, Graybar Electric Co., is a 
member of the Board of Governors. 

Rosert BELLER, Beller Electric Sup- 
ply Co., Newark, N. J., has been chosen 
vice-president of the Essex Electrical 
League. F. J. Durkin, General Elec- 
tric Supply Corp., and H. S. Stratton, 
Westinghouse Electric Supply Co., are 
members of the Executive Committee. 








Boosters for Dry Shaves: Since the Gar- 
field-Elliott Electric Supply Co. has taken 
on the exclusive distribution of the Shick 
electric razor in New York City, I. Cowen, 
vice-president, and A. George Lichtenstein, 
president, are telling the world that the 
only shave is a dry shave. 


H. P. ANpRAE, Westinghouse Elec- 
tric Supply Co., Milwaukee, Wis., is 
reported to be convalescing at his home 
after spending several weeks in a hos- 
pital in Philadelphia. 

C. M. Mackey, formerly branch 
manager, Westinghouse Electric Sup- 
ply Co., Tulsa, Okla., has been trans- 
ferred to Oklahoma City where he suc- 
ceeds W. F. Cleveland as manager. W. 
A. Brent replaces Mackey at Tulsa. 

R. L. CRAMER is a new salesman with 
the Universal Electric Co., Peoria, Ill. 

M. I. Brocu will handle lamp sales 
for the Monarch Electric Supply Co., 
Newark, N. J. Horace WILSON is a 
new counterman with this company. 

F,. E. CorHam has been added to the 
sales staff of the Electric Supply Co., 
Tulsa, Okla. F. W. Stortpa has been 
promoted from the store room to the 
cost department, while Marion AKIN, 
a former employee, has returned as 
storekeeper. 

C. A. Warp heads the Major Appli- 
ance Division at the National Electrical 
Supply Co., Washington, D. C. This 
company has recently taken on the fol- 
lowing salesmen: E. R. Lang, F. B. 
CasEy, G. A. DunsHEE, R. L. Lock- 
ETT, F. C. GREEN, G. B. SHARPE, M. 
W. Ryner, and T. L. Evans. 

A. B. Hopxins has been appointed 
field manager on Kelvinator refrigera- 
tors and on appliances lines by the 
Brown Camp Hardware Co., Des 
Moines, Ia. 

Mack C. KLEINER has recently been 
appointed manager of the 23rd St. 
branch of the Garfield-Elliott Electrical 
Supply Co., New York City. 

A. G. Nasors, formerly manager of 
the utilities department, Graybar Elec- 
tric Co., Chicago, has resigned to be- 
come sales manager of the National 
Pole and Treating Co. 


Vv 
Lines Added by Wholesalers 


Brown Camp HarpwareE Co., Des 





Moines, Ia.—Kelvinator refrigerators, 
Bosch radios. 

MILLER-SELDON ELeEctric Co., De- 
troit, Mich. — Bussmann renewable 
fuses. 

WILLIAMSPORT Auto Parts. Co., 
Williamsport, Pa.— Standard electric 
ranges. 

MonarcH ELectric Suppty Co., 


Newark, N. J.— Allen Bradley prod- 
ucts. 

UnIversAL Etectric Co., Peoria, II. 
—General Electric merchandise lines. 

RACKLIFFE Bros. Co., New Britain, 
Conn.—Standard electric ranges. 

GRAHAM-REYNOLDS ELEctTRIC Co., 
Los Angeles, Calif—Automatic wash- 
ers and ironers. 





The Eagle and the Hawk: “Let’s stand 
by the Blue Eagle,” says E. A. Thomas 
(right), merchandising department of 
Glasco Supply Co., Kansas City, Mo. 
“Sure,” answers John Gillies, salesman, 
“Then he can’t tell us to look for the 
birdie.” 





SCRANTON _ DzistrisuTors, INC., 
Scranton, Pa. — Standard electric 
ranges. 

ELeEctric APPLIANCE Co., Ft. Smith, 
Ark.—Automatic washers and ironers. 

H. C. Baker Co., Roanoke, Va.— 
Standard electric ranges. 

JosepH Kurzon, Inc., New York 
City—Warren Telechron electric clocks 
and Dover irons. 

City Exectric Co., Syracuse, N. Y. 
—‘Majestic” radios, refrigeration and 
tubes. 

WITTE Harpware Co., St. Louis, Mo. 
—Atwater Kent radio. 

PHILADELPHIA Rapio Suppty Co., 
Philadelphia—Du-Wa aerial eliminators. 

FARWELL, Ozum, Kirk & Co. St. 
Paul, Minn.—Sparton radio. 

AMARILLO ELectric Co., Amarillo, 
Tex.—Stewart-Warner radio. 
TrEco DiIstrRIBUTING Co., 
N. Y.—Stewart-Warner radio. 

Vv 


Electric Supply at Des Moines 
Moves to Larger Quarters 
On October 1, the Electric Supply 
Co., Des Moines, Ia., moved to larger 
quarters at 316-318 Court Ave. 
Vv 


Outside Salesmen Exempted from 
Retail Code Wage Provisions 
On November 8, the NRA issued Re- 

tail Code Order No. 5 which specifically 

exempts outside salesmen from the mini- 
mum wage provisions of the Retail Code. 

This order reverses in part an earlier 

NRA ruling to the effect that all em- 

ployees paid on a commission basis and 

working unrestricted hours must be paid 
the minimum wage. 


Syracuse, 
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Otis and Hiter 


ina NEW Achievement-the 
1934 Stewart-Warner Refrigerator 


What Kind of a Refrigeration Job Is In That Case? 


@ Every Competitor In the Field 


Would Like To Know! 


@ Every Competing Distributor 


Would Like To Know! 


@ Every Competing Dealer 


Would Like To Know! 


cause Everybody Has 

Heard That Stewart-Warner Has 

a Great Achievement In Its 1934 
Refrigeration Line! 


Joseph E. Otis, Jr. and Frank A. Hiter, of 
Alemite fame, have gathered around them 
a corps of refrigeration engineers and de- 
signers of proved experience. They have 
taken off their coats and built a refriger- 
ation line that has “selling” written all 
over it. And how it will sell! 


Shortly to be revealed is the line itself. 
Refrigerators are going through in pro- 
duction volume right now! 


Let’s Take a Look at the Record! 


You know about Alemite. You know it 
has built probably the most successful 
distributor organization in America. Do 
you know why they’re successful? Just 
3 main reasons—Good Business Men- 
Good Line of Products—Management 
that KNows what a distributor can and 
SHOULD do and what he can’r and 
SHOULDN’T do! 


Otis and Hiter have been back of them, 
giving them the right moves through two 
depressions, with unquestionable success. 












YOU OWE IT TO YOURSELF 
TO CONSIDER THIS LINE 
AND WHAT IS BACK OF 
IT BEFORE YOU MAKE A 
DECISION. ONLY A FEW 
DISTRIBUTING TERRITORIES 
STILL OPEN! WRITE! WIRE! 
OR PHONE US DIRECT! 





How Otis and Hiter Work 


Several months ago Otis and Hiter were 
put at the head of Stewart-Warner Man- 
agement and Sales. All this time they 
have been at work with their engineers 
and designers and production men—but 
quietly! They were waiting—waiting un- 
til they had a line of products that would 
sell, stay sold and sell more by virtue of 
finer performance. 


Now they have it! 


What Kind of a Refrigeration 
Tie-Up Should YOU Make? 


Not a comet! The sky’s been full of 















Joseph E. Otis, Jr., left, and Frank A. Hiter, 
right, watch Charles D’Olive, Sales Manager 
Refrigeration Division, sink the last nail in the 
first packing case. 


them. Hitch your wagon to a star! 


Tie up with men who have built and are 
building LASTING succEss! 

Tie up with men who know your prob- 
lems as a distributor—who know how to 
give you the right moves at the right 
moment—who can steer you away from 
the rocks that have wrecked many a 
distributor’s success! 

Put them all together and they spell this 
—Or1s—HitTer—Stewart-Warner Elec- 
trical Refrigeration Line for 1934! 


Put that spelling on your contract! 


And you'll go places! 


STEWART-WARNER CORPORATION, Dept. 2, 1828 DIVERSEY PARKWAY, CHICAGO 
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A SELLING WEDGE 


The complete “Circle T’”’ line 
is a powerful wedge for getting 
business in every branch of build- 

KT) ing and industry. Trumbull dis- 











The “Circle T” Line 


tributors are equipped to offer 
KT) control for all interior electrical 


distribution. 
Kr) Make use of this wedge and 
sell it at every opportunity. 


Safety Switches 


Safety Switches are available in 
a wide range of types suited to the 
ee desire for quality and pocketbook 
ihe of the customer. 

Interlocking cover on Types A, 
RB and RM make operation fool- 
proof, 

RB Switches recognized through- 
out the country as the switch with 
“Vystipe” Fuse clamps are availa- 
ble both front and side operated. 

Type C and D Switches are with- 
out interlocking cover. 


Manual Starters 


Manual Starters are available for 
motor and lighting loads, both with 
and without overload protection, 
77 Po from fractional to 7% 





T “qu = ie H.P. Comb, 
ype ont orleckins) (Non Siawter 






Unit Panelboard 


“RM” Safe : 
Cast Iroe ye 25 H.P. Magnetic 





Double throw starters are used 
for motor reversing, two speed for 
pole changing control. 






Magnetic Starters 


Maximum rating 25 H.P. at 600 
V. A.C, 

Magnetic starters are available as 
individual units or in combination 
with RM Safety switch disconnects 
in one box. The RM disconnect 
may be either fusible or no-fuse. 

Type M-7% with a maximum 
744 H.P. rating provides either lo- 
cal or remote control. 


Meter Service and Range 
Combinations 


A wide range of meter service en- 
. trance and combination meter serv- 
ice entrance and range switches pro- 
vide a switch approved for use in 
practically every utility line in the 
country. 

Test blocks, outdoor meter boxes, 
residence panelboards and branch 
cutouts are big sellers considered a 


CONTRACTORS part of this line. 
Open Knife Switches 
| DUS T k IAL P LA | 1B) wate peo eine 
ARCHITECTS sous tells adie tor tae 
switch installations there is still a 
wide sale of open knife material on 


large and small switchboards and 
panels, 


THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 
PLAINVILLE, = soem mecrmc QB) oncamizarion CONN. 





Overload 
c\ Protection 
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Manufacturers’ 


Activities 
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= news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Hudson-Ross Now Engaged in 
Radio Manufacturing 

Hudson-Ross, Inc., prominent radio 
distributor of Chicago, has recently en- 
tered the radio set manufacturing busi- 
ness. Executive offices and display 
rooms have been established at 549 W. 
Randolph St. The Hudson-Ross or- 
ganization will operate nationally, and 
an ambitious sales promotion campaign 
has already been launched. 

This concern was founded as a radio 
distributing organization in 1920 by 
Robert Himmel, who ranks among the 
pioneers in the radio field. He has been 
extremely active in association work, 
both in the distributing and the retail 
fields. 

Further announcements of the firm’s 
activities and products will be released 
in the near future, according to Mr. 
Himmel. 


Vv 
Mclver Goes to Bridgeport 


J. W. McIver, formerly manager of 
publicity for the Edison Lamp Works 
and later sales promotion manager for 
RCA Radiotron Co., has been appointed 
sales promotion manager of the appli- 
ance division, Merchandise Department 
of the General Electric Co., Bridge- 
port, Conn, 


v 


Tom Grier in Arizona 

Thomas G. Grier, who has been in 
ill health for several months, has closed 
his Chicago home and gone to Arizona. 
He is located at Scottsdale near Phoe- 
nix. Prior to his retirement from active 
business, Mr. Grier was, for many 
years, Chicago district manager for 
Harvey Hubbell, Inc. 


v 


Madden Elected Vice-President 
of Roach-Appleton 

The Roach-Appleton Mfg. Co., South 
Bend, Ind., announces the recent elec- 
tion of J. J. Madden, sales manager, to 
the vice-presidency of the company. 
Mr. Madden has been identified with 
the switch and outlet box industry for 
a number of years, and has been associ- 
ated with Roach-Appleton in the capac- 


ity of sales manager for the past three 
years. He will continue in active 
charge of sales in addition to his mana- 
gerial duties as vice-president. 

v 


Bryant Succeeds Harry Alter 
with Grigsby-Grunow 
The appointment of George T. Bryant 
to succeed Harry Alter, who recently 
resigned as assistant general sales man- 
ager of the Grigsby-Grunow Co., Chi- 
cago, has been announced by John F. 
Ditzell, assistant vice-president. Floyd 
Masters has been promoted to succeed 
Mr. Bryant as field sales manager. 


v 


Industrial Lighting Conferences 
Sponsored by Holophane 
Conferences on the economic value 
of improved industrial lighting were 
held recently at Hartford, Conn., Provi- 
dence, R. I., Boston, Mass., and Read- 
ing, Pa., under the auspices of the 
Holophane Co., Inc., and they will be 
continued in New York and elsewhere 

during the immediate future. 
Under the NRA, it was pointed out 
at these meetings, labor costs and raw 


material expenses are being increased, 
but plant modernization along iluminat- 
ing lines is a worth-while objective in 
view of the efforts manufacturers of 
lighting equipment have made of late 
to provide designs applicable to a wide 
range of conditions without the neces- 
sity of making burdensome outlays for 
rewiring. + 


Lauderdale Enters Utility Field 

Jesse E. Lauderdale, who has been 
connected with Curtis Lighting, Inc., 
Chicago, for more than 20 years, 
has joined the commercial staff of the 
Wisconsin Power & Light Co., Sheboy- 
gan, Wis., where he will engage in spe- 
cial lighting work. 


v 


McQuaide Leaves Bond Electric 

C. G. McQuaide, who has been lo- 
cated in Chicago as western manager 
of the Bond Electric Corp. for the past 
17 years, severed his connections with 
that firm last month. Mr. McQuaide 
expects to announce his future plans 
shortly after the first of the year. His 
home is at 80 Norfolk Rd., Clarendon 
Hills, Ill. 





A Fishing Party in Canadian Waters: 
toria” are C. C. Scott, manager of the Worthington Pump & Machinery Corp.; 
H. F. Boe, Buffalo manager of the Westinghouse Electric & Mfg. Co;. G. J. Reichert, 
appliance manager at Buffalo of the Niagara & Eastern Power Co., and Karr Parker, 
president of McCarthy Bros. & Ford. 


Gathered on Karr Parker’s cruiser “Vic- 
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Mickey Mouse on the Job for Emerson: 
Ben Abrams, president of the Emerson 
Radio and Phonograph Corp., is telling 


serious Ralph Austrian, his sales man- 
ager, how easy it is going to be for him 
to get orders for Emerson’s newest crea- 
tion, the Mickey Mouse radio. 





Receivership Will Not Affect 
Majestic Sales Program 

In a telegram sent to all Majestic dis- 
tributors and dealers on November 23, 
John F. Ditzell, general sales manager, 
stated : 

“Through a petition filed in equity in 
the United States District Court, Chi- 
cago, and to which we consented, Leroe 
J. Williams and Thomas L. Marshall 
were appointed operating receivers for 
the Grigsby Grunow Co. It should be 
made clear this is not bankruptcy but 
a proceeding in equity. This was oc- 
casioned solely by the tremendous in- 
crease in our sales volume, which, in 
fact, has placed us in a leading posi- 
tion in the industry. Continued opera- 
tions of this company are assured on 
sound business policies. It will permit 
a prompt reorganization of our finances 
also a definite program of permanent 
financing which will be consistent with 
the increased business Majestic is now 
enjoying. Majestic will be in a better 
position to serve you and the action will 
make possible increased manufacturing 
operation and more effective advertis- 
ing and selling plans all of which will 
become immediately effective. In Janu- 
ary Majestic will announce new and ex- 
tensive radio plans as well as the most 
sensational line of refrigerators ever 
introduced. v 


Westinghouse Appoints Hibben 
as Director of Lighting 

Samuel G. Hibben, manager of the 
Commercial Engineering Department 
of the Westinghouse Lamp Co. for the 
past 15 years, has been appointed direc- 
tor of lighting, as announced by A. E. 
Allen, vice-president. In the new po- 
sition he will function as an ambassa- 
dor-at-large on all lighting activities, 
keeping in close touch with new light- 
ing developments in the research lab- 
oratories and following them through 
to their final application in the field. 





Mr. Allen has also announced the ap- 
pointments of Harold S. Broadbent as 
manager, and of DeNyse W. Atwater 
as assistant manager, of the Commer- 
cial Engineering Department of the 
Westinghouse Lamp Co. 
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Four-Year Merchandising Plan 
Announced by Leonard 

A four-year plan of merchandising 
was revealed to nearly 150 distributors 
at the 53rd annual distributor conven- 
tion of the Leonard Refrigerator Co. 
held in Detroit last month. Also, the 
company introduced its new, 1934 line 
of electric refrigerators, which was en- 
thusiastically acclaimed by the visitors. 

Every Leonard distributor in the 
United States was “in the black” as far 
as his refrigerator business was con- 
cerned at the end of the last fiscal year, 
ended October 31, it was pointed out 
by H. W.. Burritt, vice-president in 
charge of sales, during the course of the 
business sessions. From the standpoint 
of unit shipments during the last fiscal 
year, the company finished 51 per cent 
ahead of the preceding year, he added. 

Mr. Burritt attributed these successes 
to intensive, organized selling meth- 
ods, proper handling of the price situa- 
tion and intelligent taking of advantage 
of the trends. 


vV 
W. H. McBride Joins Web-Lite 


W. H. McBride, for 13 years adver- 
tising and sales promotion manager for 
Gainaday Electric Co., Pittsburgh, and 
during the past three years, sales mana- 
ger for the Alpha Claude Neon Corp., 
Pittsburgh, has resigned to become 
sales manager for the Web-Lite Co.. 
347 Fourth Ave., Pittsburgh, manu- 
facturers of “Sales Theatres,” a new 
type of electrically operated advertising 
display machine for use in windows, 
counters and convention exhibits. 


v 


Sterling to Sell Fittings 
Under Own Name 


The Sterling Manufacturing Co., 
Stratford, Conn., has for several years 
manufactured electric conduit fittings 
for wiring device manufacturers re- 
quiring fittings to complete their lines. 
This policy will be continued, but it will 
be augmented by a sales campaign 
through recognized wholesalers to stim- 
ulate a further demand for Sterling fit- 
tings under the name, package and label 
of the original manufacturer. 

The line has been built up and now 
comprises a complete and attractive as- 
sembly of utility items designed to com- 
pletely meet the requirements of the 
trade. Manufacturers’ agents and dis- 
tributors are now being appointed. 


National Union Distributes New 
Radio Log Book 


National Union Radio Corp. has an- 
nounced a new radio log produced in 
cooperation with the publishers of 
popular magazines, including Ballyhoo, 
Radio Stars and many others. 

The new log book is a 16 page edi- 
tion containing 48 photos and human 
interest stories of famous announcers 
and radio stars, a story about radio 
sound effects and complete station logs 
of all broadcasting stations of United 
States, Canada, stations of Central 
America and Mexico, the principal 
short wave stations of the world, ex- 
perimental television stations in the 
United States, stations operating in 
emergency service and licensed munic- 
ipal police service. 

The new logs are being made avail- 
able to the trade by National Union dis- 
tributors throughout the United States. 


v 


Wayne Burner Campaign 
Features ''Coalitosis" 

According to John A. Berghoff, gen- 
eral manager, Wayne Oil Burner Corp.. 
Ft. Wayne, Ind., one of the most out- 
standing advertising campaigns in the 
history of the oil burner industry was 
launched on December 1. 

The campaign itself consists of 10 
complete mailing pieces, each one dram- 
atizing a separate degree of ‘Coalitosis’ 
as it affects the home, at the same time 
visualizing the ideal condition as brought 
about by Wayne oil heat. The cam- 
paign is built around the elements of 
fear, health, comfort and convenience, 
and economy in the form of actual dol- 
lars and cents savings. 

All mailings to prospects submitted 
by dealers are made free of charge, di- 
rect from the factory and are a follow-. 
up on last year’s Perpetual Consumer 
Advertising Campaign which brought a 
40 per cent increase in business during 
1933 over any previous year. 

As a tie-in a series of advertisements 
is appearing in Fortune. 


v 


H. W. Goodman Heads Sales 
for Circle Flexible Conduit 


H. W. Goodman has been appointed 
sales manager of the Circle Flexible 
Conduit Co., Brooklyn, N. Y., accord- 
ing to an announcement by Mr. Cohen, 
general manager of the company. 


v 


Gonick with Kookenette 


The Kookenette Electric Corp., New 
York City, has announced the appoint- 
ment of Bernard Gonick as sales man- 
ager. 
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° Tinned NON-METALLIC 
tran, © SHEATHED CABLE 
"dey Phe, 
* Hon peng, cto, COVER ED BY US LETTERS PATENT AND PATENTS PENDING 


Its use makes a substantial sav- 
ing in the man-hours required on 
roughing-in, or on finished house 
work. Easier to lift and lug! Easier 
to fish; and its greater flexibility 
counts in close-quarter work... 
Easier to strip; pliers and knife 
are all that's needed . . . Stocked 


by electrical wholesalers. 


GENERAL CABLE CORPORATION 


420 LEXINGTON AVENUE, NEW YORK CITY e OFFICES IN PRINCIPAL CITIES 
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“Better Light—Better Sight 


Lay wired sockets in Channel No. 1100-B. Then turn two 
screws (with lugs) to lock each socket into position. Cut 
Snap-on Cap No. 1100-C to fit spaces between sockets and 















“Assemble 






in shop— snap in place. 

take to job conn 

—and hang Y 1126 Socket 
it up! 





Tuts lighting strip is one of 
the many practical Wiremold 


methods for providing better 
light —simply and economically! 


WIREMOLD 


HARTFORD, CONN. 
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ALL PORCELAIN. 
SAFETY PLUG FUSE 


Just Another [Knox) 
Quality Product 


WIN CASH PRIZE Sling 
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PUSH-CLIP 
KEEP WIRES OFF THE FLOOR 


LAMP - RADIO - TELEPHONE 


Justrite 
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Sales Volume Continue Upward 


You can sell this counter displny board to| 
your electrical, radio, hardware and other 
dealers who sell lamp cord. Used in every 
room in every home! Sells for 10c—and how 
it sells! “Automatic salesman” 4-color coun- 
ter card (shown above) tells the tale—makes | 
the sale. Ask your Sales Manager to have| 
these Justrite Counter Cards in stock! | 
Be the next prize winner. 


JUSTRITE MANUFACTURING CO. 
2045 Southport Ave., Chicago, IIl. 





KNOX PORCELAIN CORPORATION 


KNOKY f 


Ask for Samples 
Write for Catalog 
680 Quality Items 





| 
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A Couple of Big Leaguers: Unable to 
corral the whole sales team of Graybar, 
Kansas City, Mo., we called on a pair of 
pinch-hitters. C. H. McClean, assistant 
manager, in addition to being a statistician 
of note, now finds himself in the thick of 
everything electrical, including organiza- 
tion and code work. On the right is 
salesman Jim Murray, a .400 hitter who 
drives in plenty of orders. 


New Beer Cooling Line An- 

nounced by General Electric 

A new line of beer cooling equipment, 
to fit the needs of any dispenser, large 
or small, was announced at the Novem- 
ber conference of commercial managers 
of General Electric refrigerator dis- 
tributors held at Cleveland last month. 

The new line is the result of a co- 
operative arrangement between General 
Electric and the Russ Soda Fountain 
Co., for more than 40 years Cleveland 
manufacturers of soda fountain and bar 
apparatus. It combines such things as 
coil boxes, drainboards, bar ceunters, 
air compressors, tapping apparatus and 
miscellaneous equipment made by Russ 





| with the refrigerating equipment made 


| by General 





Electric. The equipment 
will be sold exclusively by General 
Electric distributors and dealers, and is 
now ready for the market. 
v 
Majestic Plans 1000-Station 
National Service Network 

Carrying on its aggressive activities 
in the auto radio field, the Grigsby- 
Grunow Co. is organizing and training 
a national chain of approximately one 
thousand independent service stations 
specifically to take care of the one hun- 
dred and fifty thousand Majestic car 
sets already in use and the additional 
one hundred thousand which the com- 
pany is confident it will manufacture 
and sell in 1934. 

“Automobile radio installation _ and 
service has peculiarities of its own 
which set it definitely apart from serv- 
ice on home sets,” says H. M. Pauley, 
Majestic’s radio and refrigeration serv- 
ice chief. “There must be adequate gar- 
age space for a number of cars while 
this work is being done. The power 
supply units of auto radio sets are a 
distinct departure from those in home 
radio receivers, and both the construc- 
tion of the chassis and the design of 
tuning controls are new. Highly spe- 
cialized training, experience and equip- 
ment are required for this work. 
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“Our experience indicates conclu- 
sively that, while every dealer can and 
should sell car radio, the actual installa- 
tion and service work should be in the 
hands of a comparatively limited num- 
ber of expert organizations.” 

Grigsby-Grunow wishes it made clear 
to everyone that, to be a member of its 
Authorized Service Station network, 
one does not necessarily have to be a 
Majestic dealer. The qualifications 
which are sought are, first, adequate 
equipment such as oscillator, a good 
tube checker, a vibrator test and adjust- 
ment unit; second, one or more thor- 
oughly experienced men who have 
worked on a wide variety of cars; and 
third, willingness to put in a moderate 
supply of Majestic replacement parts. 

Authorized Service Stations will get 
the installations of Terraplane dealers 
at an adequate price, will get the service 
work on factory-equipped cars, and will 
be sent work by Majestic distributors. 
In addition, they will, from time to 
time, be sent new and modern data on 
car radio service work, information on 
new tools and equipment, and complete 
information on circuits and _ service 
work on Majestic sets as built for auto- 
mobile manufacturers. Over 400 appli- 
cations for membership in the Majestic 
chain of stations have already been in- 
vestigated and approved. 


v 


Advance Audition Records In- 
troduced by RCA Victor 


Record merchandising takes a novel 
and stimulating form in the new “Ad- 
vance Auditions” records 
RCA Victor Co. is bringing out. 

The Advance Auditions consist of a 
10-inch, double-faced disc on which has 
been recorded an explanatory summary 
of the new Red Seal records as they 
are issued each month, freely illus- 
trated with actual excerpts from the 
records and ending with an invitation to 
come into the dealer’s store to hear the 
music in its complete form. A special 
label on the record provides space for 


which the 





filling in the name of a record prospect | 


or customer so that the dealer can have 
it mailed out or delivered at negligible 
cost. 

v 


Electrical Manufacturers Sponsor 
National Advisory Council 


An advisory committee of the Na- | 


tional Industrial Council of the Na- 
tional Association of Manufacturers, 
consisting of officers of 26 of the lead- 
ing national trade associations and 
including N.E.M.A, R.M.A. and the 
Edison Electric Institute, has been or- 
ganized to formulate policies on the 
problems of industry resulting from the 
recovery program of the Federal gov- 
ernment. 


man 
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RADIO 
COMBINATION 


@ Here is another P&S-Despard Combination—one 
that will tie right in with your radio sales. 


@ Your contractor customers are offered another op- 
portunity to open the door to a rewiring or moderniza- 
tion job with this radio combination. 


@ |t permits a neat flush installation for antenna and 
ground connections, and in addition two power outlets 
are available—one for radio power, the other for a 
portable lamp or clock. The power outlets are separ- 
ated from the low tension radio circuit by a box divider 
or barrier. 


@ Show the contractor how quickly and easily this radio 
combination can be installed in a single gang box. 


@ This is just one of the many profitable combinations 
possible with the P&S-Despard Line. 


PASS & SEYMOUR, Inc. 


Solvay Station Syracuse, N. Y. 





P&S-DESPARD LINE 
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HUNDREDS ot USES 


for NEON GLOW LAMPS 


And a size just right for each 


3.Watt Bulb S 14 
Finish — Clear 
Sprayed red or 

yellow 


2-Watt Bulb S 14 
Finish — Clear 
Sprayed red or 

yellow 








Neon Glow Lamps have hundreds of uses, and new ones 
are turning up every day. As night or indicator lights in the 
home. Exit lights in theatres, offices and factories. For signal 
or pilot lights, for testing, and many other purposes. They 
cost little to begin with and are low in operating cost 
throughout the whole of their long life. Their low level of 
illumination is ideal for their meny uses. Dealers will find 
it profitable to stock the full line. Neon Glow Lamps are 
becoming increasingly popular. For full details on prices 
and sizes, address General Electric Vapor Lamp Company, 


891 Adams Street, Hoboken, N. J. 





0. 25. 5.Watt Bulb TA} 
Supplied with Can- 
delabra Base Only 


0.5- Watt Bulb G 10 
Supplied in 1.0-Watt 
for 220, 230, 240 


Volis 


1-Watt Bulb G 10 » 


GENERAL @ ELECTRIC 


VAPOR LAMP COMPANY 


673 Copr, 1933, General Electric Vapor Lamp Co, 
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No. 110 Latrobe 
Watertight Box 
Showing how the ta- 


fits tapered opening in 
top of box body. 15 to 
20 minutes installation 
time saved 
box. 






by 
Laboratories for installation in wood floors. 


Manufacturers of Quality Floor Boxes and Wiring Specialties 





Point out to your contractor friends 
that today, more than ever before, the 
time they save while performing wiring 
jobs is their chief source of increased 
profits. 


The Latrobe line of floor boxes and 
Wiring specialties are designed and 
made to effectively reduce the time 
required for their installation. 


Use this point about the Latrobe line 
to make new friends and increase your 


sales. 
FULLMAN 
MFG. CO. 


LATROBE PA. 


receptacle 


on each 


No. 300 "Latrobe" 
Midget Floor Receptacle 
and Box 


The only non-watertight 
floor Receptacle and Box 
on ey market approved 

the Underwriters’ 

















Some Thoughts on Selling 
By THOMAS J. FLEISCHER 


District Sales Manager, Crouse-Hinds Co. 
Philadelphia 


Never in generations has it been so 


| hard for a salesman to show a proper 
| return on his efforts. 


The machinist or 
bookkeeper can in three or four days, 
depending on his hours of work, show 
results in proportion with the hours of 
employment, but in selling goods the 
results do not give a clear measure of 
the effort put forth. However, we do 
know that the greater the effort, the 
larger the measure of results. 

The selling profession has been hit 
hard, I believe more so than any other. 
It requires double the effort of a few 
years ago to get one-fifth the sales 
volume, so that the poor fellow selling 
goods has just got to work day and 
night to earn his salt. 

We should not be discouraged in this 
because we know in normal times the 
salesman’s effort is well rewarded in 
comparison to other workers, and that 
time will be here again and we want to 
be ready for it, because then we will 
cash in on the work we are doing today 
that might be discouraging now because 
of the negligible results. 

Since we haven’t any money to spend 
on personal pleasures, we are better off 
financially and mentally to give some of 
our time and thought to our own devel- 
opment and to enlarging our circle of 
customers. 

The salesmen who are looked upon 
as a liability by the management today, 
will again be an asset and appreciated 
and recognized as such. 

Changing conditions are affecting the 
contractor and we must watch ourselves 
so we don’t overlook some good fellows 
working from their homes. There seems 
to be a tendency for wholesalers, their 
salesmen and service men to get panicky 
when they see an inquiry of any size. 
Their first thought is to figure out what 
they can offer at the lowest price to 
get the job, instead of analyzing the 
list of material to determine what is 
best for the customer and what they 
can sell on a profitable basis to give him 
the best results. 

We have had several instances where 
we have demonstrated that good ma- 
terials can be sold in today’s market. 
Only recently we had to beg a whole- 
saler to quote even an alternate on our 
goods; he thought it was hopeless be- 
cause the customer said he wanted 
something cheap. We told him we were 
mad and would prove that salesmanship 
and quality meant something even to- 
day, and we went out and sold the job. 
The wholesaler made $110 more profit 
by our work and I am convinced the 
wholesaler, as well as ourselves, can do 
this right along if we analyze the propo- 
sition and go after the business intelli- 
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Meet a Fisherman: 
youngish looking veteran with the Na- 
tional Electrical Supply Co., Washington, 
D. C., is an ardent deep sea fisherman, 
but too modest to exhibit the evidence. 
His other specialty is going after retail 
appliance outlets. 


Charles Shrophire, 





gently. In fact, we have evidence every 
day that it can be done. | 

Intelligent effort, backed by a deter- | 
mination to win, will certainly get re- 
sults any time, and it certainly is vital 
to us today, not for success, but to just 
hold onto our jobs. 


v 





New RKO Building Is Wired 
for Radio 


Foreshadowing the time when every 
modern business office will be equipped 
with facilities for the reception of radio 
programs, Rockefeller Center, Inc., has 
announced the installation of a central- 
ized radio receiving system in the 31- 
story RKO Building, Sixth Ave. and 
51st St., New York City. 

A central antenna at the top of the | 
building high above any physical bar- 
riers supplies radio frequency energy to 
a potential 1200 receiving sets of any 
standard type. Each outlet in the offices 
consists of a single wall plate in which 
are two plugs. One plug is the connec- 
tion for antenna and ground. The other 
plug furnishes the power supply. Oc- 
cupants of the building may simply plug 
in their receiving sets, without bother- 
ing about individual antennae and 
grounds, and be assured of efficient re- 
ception. 
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Automatic Awnings Would Re- 
duce Cost of Comfort Cooling 


Awnings that are automatically low- 
ered or raised by means of photoelec- 
tric control, as the sun shines or is 
screened by the clouds, were visualized 
by J. J. Donovan, manager of the air | 
conditioning department of the General 
Electric Co., in a recent talk before the 
Tent and Awning Manufacturers’ As- 
sociation. 





WHAT THE 





ej In conducting tests to determine the relative 
bending qualities of various threaded electrical 
conduit, the testing laboratory discovered a very im- 


| portant advantage in Fretz-Moon Conduit. e The il- 


lustration above—an unretouched photograph—shows 
what happened in making test bends. Note the per- 
fect bend made by the Fretz-Moon Conduit at the 
top. Then note the distortion and flattening at the 
bend in the ordinary conduit at the bottom. e Fretz- 
Moon Conduit always makes perfect bends without 
loss of inside diameter—and without damage to the 
protective inner or outer finishes. This means easier 
and faster running of wires, and long service life. © 
Write for further information on Fretz-Moon Easy- 
Bending Conduit—the conduit that bends 25 per cent 


| easier than ordinary conduit. 


STEEL AND TUBES, INC. 
CLEVELAND - OHIO 


EXCLUSIVE SALES AGENTS 


FRETZ-MOON 
@ Rigid 


conduit 


bending 


test sHOwED! 
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ew Sales 
pportunities 


A pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


supplies, equipment, appliances and 
specialties 








"Pin-It-Up" Lamp 


The discovery that artificial light pro- 
motes plant growth has led to the de- 
velopment of this new wall lamp that 
can be moved from place to place and 
literally pinned up anywhere. It consists 
of a hand-crafted bracket and rich (10”) 
neutral-toned shade. A small hole in 
back of bracket supports lamp on the 
metal head of a “Pin-It-Up” push pin, 
which can be pushed easily into any wood 
or plaster wall surface without the 
slightest damage to the wall. Any plant 
that does not grow beyond four inches 
in height can be successfully grown in 
this lamp unit. It is particularly adaptable 
for use in homes, restaurants, offices and 
many small shops. Railley Corp., 850 
Euclid Ave., Cleveland, Ohio—Electrical 
Wholesaling, December, 1933. 


"Autonator"’ 


Taking no drain from the auto battery 
and having no brushes, collector rings, 
commutator or wire-wound armature to 
require service, the “Autonator” fur- 
nishes 110 volts, a.c. 
in automobiles, and 
other motor vehicles. 
It also provides an 
a.c. power supply for 
stationary installations 
to operate from gaso- 
line engines and d.c. 
motors. A source of 
portable a.c. current 
for operating a.c. radio sets, neon signs 
and many other electrical appliances. 
Easily installed to operate from the fan 
belt of any motor vehicle, or by direct 
coupling to a stationary engine. Provi- 
sion is made for regulation of voltage at 
all speeds. Available in six sizes—50, 100, 
150, 250, 350 and 450 watts. Has only 
one movable part on ball bearings. Can- 
not burn out or be overloaded. Autonator 
Laboratories, Inc., 8440 S. Chicago Ave., 
Chicago.—Electrical Wholesaling, Decem- 
ber, 1933. 








Range Light 
Fastening to any range, this light has 
a shade of translucent Plaskon. The 
standard is porcelain enameled. Finished 
in either black or ivory porcelain. Hooks 
on the splasher and can be plugged into 
the convenience outlet on the range or 








any wall outlet in the kitchen. List price, 
$7.50. Standard Electric Stove Co., To- 
ledo, Ohio.—Electrical Wholesaling, De- 
cember, 1933. 


Three Little Pigs Radio 


The famous “Three Little Pigs” have 
decided to have a radio of their very own 
design, so that children from six to 60 
can enjoy the pleasures and amusements 
that they create. Although compact and 
extremely low-priced, this new children’s 
radio combines unusually fine reception 
with simplicity of operation. Now let the 
sirens scream and the villains be con- 
founded to their heart’s content —in the 
children’s room, Papa can relax in comfort 
in the living room and enjoy his baseball 
scores or his lectures on relativity. Hudson 
Ross, Inc., 111 N. Canal St., Chicago.— 
Electrical Wholesaling, December, 1933. 














Console Lamp 


This chromium lamp has been designed 
by Lurelle Guild with special thought for 


the narrow hall or console table. The 
lamp itself is only 2%4” in the widest 
place. It looks especially well in pairs, 
although one can be used effectively. It 
is finished in satin chromium and the 


shade is white parchment with silver 
bands. List price, $7.50 with shade. 
Chase Brass & Copper Co., Specialty 


Sales Dept., 200 Fifth Ave., New York 
City — Electrical Wholesaling, December, 
1933. 


Self-Starting Clocks 


The “Signal- am 
ette”’, right, Y 4 
is an attrac- 
tive easel 
model alarm 
clock with a 
44%” dial. It 
is available 
with frame 
and supports 
in either gold 
or chrome finish. Base is of black plastic 
material. The “Minitman” has a drum- 
type dial sim- 
ilar to that in 
the “Minit- 
master”. Case 
is brown ma- 
hogany with 
satinwood or- 
namental 
front and top 
panels. Es- 
cutcheon plate 
is of statuary 
bronze. List 
price, $9.95 
each. Warren 
T elechron 
Co., Ashland, Mass.—Electrical Whole- 
saling, December, 1933. 
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Hinged Floodlight Pole 


Cleaning and servic- 
ing floodlights has al- 
Se ways been a problem. 

This floodlight pole is 
hinged so that the re- 
flector and lamp lower 
to the reach of the 
workman. No effort is 
required to raise or 
lower the pole, a chain 
being furnished, which 
hooks onto the hinged 
portion to permit rais- 
ing or lowering. Square 
hollow steel tubing is 


& 
co 


~ 
(> 








2 used in the construc- 

3 tion of the pole proper 

1) and all wiring is con- 

ay} cealed within the pole 

‘wwe = even at the hinge. 

= ; a Pole is anchored into 

concrete base as shown 

or steel base plate may 

be used. Anyone can clean reflector or 


change globes as often as_ necessary. 
Revere Electric Co., 757 W. Jackson 
Blvd., Chicago — Electrical Wholesaling, 
December, 1933. 


Portable Air Conditioner 


Silent in operation and consuming less 
current than the ordinary light bulb, this 
air conditioner is popularly priced and is 
sufficient to properly humidify a large 
room or a small apartment. Water is 
carried from the water reservoir to the 





atomizing ring in the cloud chamber by 
a centrifugal pump operated by a water- 
proof electric motor. The fan, which 
operates on the pump, takes air in 
through the back of the chamber, passes 
it through the water supply and cloud 
chamber, and then circulates it through- 
out the room. No condensation is pos- 
sible. Puffer Hubbard Mfg. Co., Min- 
neapolis, Minn. — Electrical Wholesaling, 
December, 1933. 


Shell Globe 


Particularly applicable for floodlighting 
comparatively low buildings where it is 
desirable to use units having an archi- 
tectural appeal combined with good light 
distribution, this globe was first used at 
A Century of Progress in Chicago. The 
globe is an efficient floodlighting unit be- 
cause of the shape and reflecting qualities 
of its surface. Yet it is not apparently 
the light source, because it shows a lu- 
minous surface of low intensity when 
viewed from the rear and does not glare 
when viewed from the sidewalk. Globe 
resembles a large shell in appearance. 
Front is of clear glass, the rest is coated 





with a fired-on ffinish of ceramic 
enamel, which acts as a reflecting surface 
and as a diffuser for the small amount 
of light passing through the rear. Lamps 
as high as 10,000 lumen rating may be 
used. General Electric Co., Schenectady, 
N. Y—Electrical Wholesaling, Decem- 
ber, 1933. 


Vacuum Cleaner 


Model 8 has 
more suction, 
greater beating 
action, wider 
cleaning area 
and greater 
ease in operat- 
ing. Powerful 
suction lifts the 
rug to the noz- 
zle and floats it 
on a cushion of 
air. Motor- 
driven brush 
sweeps up all 
the lint or other 
material cling- 
ing to the sur- 
face of the rug. 
Brush bristles 
tap and _ beat 
the rug. This 
beating action 
loosens the 
deeply imbed- 
ded grit which 
is taken into 
the bag by 
powerful _ suc- 
tion. List price, $34.75. Attachments, 
$6.00. Hamilton Beach Mfg. Co., Racine, 
Wis.—Electrical Wholesaling, December, 
1933. 


Cartridge Fuse with Handle 


With this new device it is easy to re- 
move a blown fuse and greatly reduce 
any chance of shock. The insulated han- 
dle is fastened around the fuse and turns 
freely, thereby making it possible to in- 
sert and remove the fuse at any angle. 
Furthermore, the new fuse can be easily 
snapped in and taken out of a _ block. 
There is no need for finger space or for 
use of fuse pullers or other tools. Royal 
Electric Co., Avon, Mass. — Electrical 
Wholesaling, December, 1933. 








"Aromaire’ Humidifier 


Designed for the complete vaporization 
of liquids, the “Aromaire” consists essen- 
tially of two 
parts; a mo- 
tor and fan 
c o nt ained 
within the 
case, and a 
fabric screen 
saturated 
with a 
liquid. The 
fan draws 
air through 
the screen 
and case 
and out the 
front, com- 
pletely vaporized. Developed originally 
for a specially manufactured pine needle 
oil to provide relief for nose and throat 
troubles, it may also be used for vapor- 
izing perfumes, etc., by using separate 
screens, quickly interchangeable. Weigh- 
ing 3 lbs., and fitted with an a.c. motor, 
it lists at $5.00. Fitted with universal 
motor, $9.00. Better Air Corp., 1270 
Sixth Ave., New York City—Electrical 
Wholesaling, December, 1933. ° 





Mixer-Beater-Juicer 


Features of the new Model D “Magic 
Maid” include: No radio interference; 
two-position, perfectly balanced handle; 
improved motor with ample reserve 
power; motor tilts to three positions; 
detachable and separable double beaters 
of stainless steel; low center of gravity 





in extractor position; adjustable height 
for beverage and other mixing; portable; 
heavy opaque glass batter and extractor 
bowls. Greater eye appeal is offered in 
the distinctive design, and the beauty of 
line and finish. List price, $19.95. Fitz- 
gerald Mfg. Co., Torrington, Conn.— 
Electrical Wholesaling, December, 1933. 


Safety Fuse Plug 


This fuse plug 
is made of bake- 
lite molded which 
provides complete 
insulation with 
great mechanical 
strength. It is 
non - shatterable 
under extremely 
heavy short cir- 
cuits. Itisequipped 
with a silver 
fuse wire which is 
said to be more 
accurate than zinc. 
It is non-vented 
and therefore will not explode gases in 
cut-out box, panel or room. Union In- 
sulating Co., Parkersburg, W. Va.— 
Electrical Wholesaling, December, 1933. 
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Display-Light 

“Lighting the Way to Sales” this ex- 
tremely practical display device consists 
of lighted tubes mounted on a sturdy, 
,akelite molded base. The lighted tubes, 
in a wide variety of colors, can be em- 
ployed in hundreds of varied arrange- 
ments, making the device suitable for the 
display of radio receivers, electrical ap- 
pliances, etc. It remains permanently 
cool—the actual merchandise can remain 
in contact with the tubes of glowing light 
without the slightest harm to material or 
device; no danger from heat, no possi- 
bility of ignition or hazard. The Dis- 
play-Light is portable and, by means of 
an attached cord, it is instantly connected 
to any ordinary 110 volt a.c. outlet. Dis- 
play Light Mfg. Co., 430 Grand St., 
Bridgeport, Conn. — Electrical Wholesal- 
ing, December, 1933. 


Blower Type Heaters 
The new “Heetflo” principle in unit 
heating makes it possible to deliver a 
greater volume of thoroughly heated air 

















resulting in more uniform temperature. 
The air is drawn in at low velocity, from 
all four sides, over heating elements of 
large area—placed for greatest heat ab- 
sorption and transfer—then the heated air 
is picked up by the fan and blown out 
into the space being heated. For aux- 
iliary, temporary or permanent installa- 
tion, these reasonably priced heaters solve 
the cold weather bugaboo of how to heat 
those hard-to-heat places. They are 
equipped with thermal cutouts that will 
automatically open the heating circuit in 
case the blower does not operate. Edwin 
L. Wiegand Co., 7595 Thomas Blvd., 
Wholesaling, 


Pittsburgh, Pa —Electrical 
December, 1933. 





Floor Machine 


Meeting present day requirements for 
perfect maintenance of large floors, this 
“Majestic” model will withstand the most 
exacting service. It is a heavy duty ma- 
chine with approximately 140 lb. of pres- 
sure concentrated on the revolving brush 
for best results. Brush is 18” in diameter, 
having a spread of fibre on floor of 20”. 
Enclosed within the housing which pre- 
vents its coming in contact with immov- 
able objects. Quietness is insured by use 
of latest type spiral bevel and helical cut 


gears. Guaranteed for one year against 
defects of material and workmanship. 
ee 





List price, $275.00, F. O. B. New York 
City. Fay Co., 130 Madison Ave., New 
York City.—Electrical Wholesaling, De- 
cember, 1933. 


Fan Heater 


Warm air is forced into the room at 
the rate of 235 cu. ft. per minute, by this 
new heater. Cir- 
cular housing, 
surrounding both 
fan and element, 
eliminates air 
pockets and as- 
sures maximum 
output of forced 
heated air. Fur- 
nished with a 
chromium plated 
guard in either ivory enamel moire or 
French green-gray enamel moire finish. 
Height 934”, base 1114”, depth 414”; wat- 
tage 1320, voltage 100 to 125 a.c. only. 
Non-radio interfering motor. Operates 
from a convenience outlet but not a lamp 
socket. Landers, Frary & Clark, New 
Britain, Conn.—Electrical Wholesaling, 
December, 1933. 








Complete Line of Toy Lamps 


Eight numbers are included in this 
complete new line of toy lamps designed 
to give better service on various types of 
lighted toys. There are four lamps for 
one cell toys and four for two cell toys. 
They include clear bulb with enamel back, 
transparent red and transparent green in 
the FE-334 bulb, and clear with enameled 
back in the FE-434 bulb. The one cell 
lamps are designed to give maximum bril- 
liancy compatible with adequate life. A 
feature of the two-cell lamps is the 
strong and rugged low drain filament. In- 
candescent Lamp Dept., General Electric 
Co., Nela Park, Cleveland, Ohio—Elec- 
trical Wholesaling, December, 1933. 


Food Mixer With Attachments 


This portable mixer may be used over 
the stove or elsewhere and in any bowl 





or pan. Beaters tilt back out of the way 
and batter drips back into bowl. Easily 
convertible into juice extractor or vege- 
table shredder or vegetable slicer. The 
unbreakable bowls are porcelain enam- 
eled, easily cleaned and removed from 
stand. The chromium beaters are easily 
attached and detached by simple spring 
lock. Landers, Frary & Clark, New 
Britain, Conn. — Electrical Wholesaling, 
December, 1933. 





Streamlined Toy Train 

This trouble-free electric toy train in- 
corporates a two track system, wooden 
ties, metal spikes and a solid aluminum 
alloy T rail. Novel features are: trouble- 
free motors—no commutators; better trac- 
tion; no radio noise; higher speeds; car 
lights remain lighted while trains are 
stopped on sidings; more realistic rail, 
with more than 20 times electrical conduc- 
tivity of tin rail; wood ties eliminate 


short circuits; no burnouts; positive elec- 
trical connections; can be laid outdoors 
in the summer; ties are water-proofed; 
motors are not voltage sensitive and run 
on synchronous speeds; wide voltage vari- 
ations make train speeds constant on 
curves and straightaways. Operates on 
a.c. only. List price, $54.50 for Senior 
set, $39.50 for Junior set. General Trains, 
Inc., 1434 Merchandise Mart, Chicago.— 
Electrical Wholesaling, December, 1933. 
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"A" Battery 


Especially designed for radio receivers 
with 2-volt tubes this new “A” pack em- 
bodies a “close pak” construction which 
makes it light, portable and economical. 





Will give 400 hours’ service at a cost of 
less than one cent per hour. Easy to han- 
dle, attractive in appearance it requires 
no servicing with water or chemicals. 
Overall size 12 9/16” x 4%” x 6 13/16”; 
weight is 15 lbs. Hermetically sealed, the 
battery is 100% dry. List price, $3.20. 
Burgess Battery Co., Freeport, Ill—Elec- 
trical Wholesaling, December, 1933. 


Electric Pencil 


Known as “the pencil with the ball 
point,” the “Vogue” writes electrically 
like embossing in gold, silver, green, blue 
and red on any material. To use—plug in 
any 110 volt electric socket, wait a few 
minutes until point gets hot and test with 
wet finger. Cut off piece of foil from 
sheet, taking care that prepared side of 
foil is next to object. Place foil evenly 
and hold firmly over the article. Write 
very slowly but firmly with steady hand 
—the point must always be in contact 
with foil in all positions of stroke. When 
finished writing, rub gently over the in- 











scription with finger or soft rag, or brush 
gently with a transparent lacquer and 
keep clean until dried (about one hour). 
Use metal rule to hold the foil firmly on 
the surface of the object to prevent blur- 
ring. Unit comes complete with five rolls 
of foil. Sheridan Electro Units Corp., 
3241 S. State St., Chicago—Electrical 
Wholesaling, December, 1933. 


1934 Refrigerator Line 


The interior of this new 1934 line of 
electric refrigerators presents an entirely 
new picture. The cooling unit is hung in 
the center, providing more bottle room. 
The back of the cooling unit is entirely 
sealed, greatly reducing frost formation. 
The “Chill-o-meter” has been redesigned 
to provide 12 freezing speeds, including a 
“vacation” temperature. The “Steady- 
Kold Defroster” automatically sends the 
mechanism back to normal when defrost- 
ing is completed. In nine of the models 
refrigerant is concentrated beneath the 











top shelf in the cooling unit, providing 
extremely fast freezing. The Cold Chest, 
a utility double depth tray with cover, is 
provided with six models. An ice tray 
lifter is a new feature. The wire Dairy 
Basket is larger than last year. An en- 
tirely new feature is the Service Tray, or 
Re-arrangement Tray which fits below 
the bottom shelf and can be partly drawn 
out and used in re-arranging contents of 
refrigerator. Folding shelves are pro- 
vided next to the cooling unit. The 
“Len-A-Dor” foot pedal has been re-de- 
signed to secure “hair trigger” action. 
Ten models comprise the complete line. 
Leonard Refrigerator Co., Detroit, Mich. 
—Electrical Wholesaling, December, 1933. 


Revolving Brush Cleaner 


The “Royal Princess,” Model 61, cleans 
bare floors, air washes rugs, renovates 
furnishings and moth-proofs fabrics. It 
operates so easily that it is almost auto- 
matic. Has double rear wheels for per- 





fect balance, wide nozzle with motor 
driven brush, Tilt lock in handle. Finger 
tip control. Automatically lubricated 
bearings; large opening, easy emptying 
bag. List price, $39.50. P. A. Geier Co., 
Cleveland, Ohio—Electrical Wholesaling, 
December, 1933. 


Address of Acme Novelty Co. 


The correct street address of the Acme 
Novelty Co., manufacturers of Christmas 
tree reflectors, described in Electrical 
Wholesaling for November, is 3249 Third 
Ave., South, Minneapolis, Minn. 


"Mickey Mouse" Radio Sets 


Model 411, illustrated, is a “personal” 
radio to be used anywhere in the house. 
Cabinet of sturdy construction has high- 
lighted walnut finish. Overall size, 614” x 
6%” x 4%”. Model 411 is housed in an 





unusual cabinet finished in black and sil- 
ver. Model 409 is finished in ivory and 
green. This radio operates on a.c. or d.c., 
110-120 volts, also 220 volts, 25 to 60 
cycles. Uses a 4-tube T.R.F. circuit with 
new-type dual tube—6F7—giving 5-tube 
performance and making possible quality 
reception in a set of utmost compactness. 
Specially designed speaker gives remark- 
able output and tone. Emerson Radio & 
Phonograph Corp., 641 Sixth Ave., New 
York City.—Electrical Wholesaling, De- 
cember, 1933. 


Photoflash Lamp 


Although its bulb size is only that of any 
ordinary 40 watt lamp, this new photo- 
flash lamp has a peak light output of 
2,500,000 lumens (approximately one-half 
that of the larger size). The new bulb 
contains a quantity of extremely fine alu- 
minum foil crumpled around a 1.5 volt 
filament. The remainder of the bulb in- 
terior is filled with pure oxygen, and it 
is the rapid oxidation of the foil which 
causes the tremendous light output. The 
noiseless, smokeless flash emitted is suffi- 
ciently fast—1/50 of a second—to catch 
natural expressions and give life-like ac- 
tion pictures either indoors or outdoors. 
Incandescent Lamp Dept., General Elec- 
tric Co., Nela Park, Cleveland, Ohio.— 
Electrical Wholesaling, December, 1933. 


Razor Blade Sharpener 


The “Elmco” Sharpener is for use 
with all Gillette type blades. Its opera- 
tion is simple: (1) place blade over the 
two posts and press down red button, 
(2) turn the blade over. Ten seconds for 














each side is usually enough time to re- 
edge the blade to factory keenness, “Elmco” 
has no moving parts; nothing to get out 
of order. It is simple, sturdy, compact, 
enclosed in a Bakelite case and is shock- 
proof. List price, $1.50. Elmco Equip- 
ment Co., Indianapolis, Ind.—Electrical 
Wholesaling, December, 1933. 
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YAGER'S 


_YAGERS has stood 
hy the 
Test of 
Time 


Since 1873 Yager's soldering salts 
have br-n recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


. Priced Right 


/z pound cans........$0.50 ea. 

| pound cans........ 80 ea. 

5 pound cans........ 3.00 ea. 
Less by reshipper cartons. 


As k for 















FREE SAMPLE 





Alex R. Benson Co. Ine. 
Hudson, N. Y. 
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The New “NUMBER 200” LINE 
of inexpensive Private ’Phones is 
designed and priced to meet the new 
times. It offers truly remarkable 
value. WRITE TODAY for your 
copy of BULLETIN No. 95A which 
gives full data. A private phone 
system is now within the reach of 
every office, factory and home. 


PAIRFONE 
PF creer mien 
: EHC rom OFFICE SHOF & re | 


ECONOMICAL OT 
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“Pairfone” Display Carton 





S.H. COUCH COMPANY Inc. 


SALES OFFICE 
89 Broad St. - BOSTON, MASS. 


Mfrs. of Rokeg. Insulated Staples 























Positions Available 


Sales Representatives Wanted: By 
manufacturer of recognized line of wir- 
ing devices catering to electrical, hard- 
ware and sundry wholesalers. South- 
east, southwest and Colorado territories 
open. Commission. State experience 
and lines you are now selling. Address 
Box 121, Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, IIl. 


v 
Latest Trade Literature 


Curtis LiGHTING, INc., Chicago.—Hand- 
book 25, a 90-page catalog and reference 
manual describing the complete line of 
X-Ray reflectors and CurtiStrip, interior 
floodlights and general purpose reflectors. 
A new section is devoted to recessed 
lighting equipment. Scaled drawings and 
suggested specifications are included. 
Contents are completely cross indexed. 


Itc ELectric VENTILATING Co., Chicago. 
—Catalog 633, a 40-page illustrated cata- 
log covering the complete line of Ilg 
blowers. 


WacNer Evecrric Corp., St. Louis.— 
Bulletin 174, part 7 (four pages illustrat- 
ed), describes the application of type CP 
totally-enclosed, fan-cooled motors to ma- 
chine tools. 

GENERAL Etectric Co., Schenectady, 
N. Y.—Bulletin GEA 1804 covers a new 
line of indicating lamps complete with 
receptacles, resistors and color caps. 

GARFIELD-ELLIOTT ELECTRICAL SUPPLY 
Co., New York City—Catalog 600 (128 
pp.) features commercial and industrial 
lighting fixtures, appliances, clocks, floor 
and table lamps. 


Vv 


Air Conditioning Users Reported 
by Westinghouse 


Definite evidence that the air condi- 
tioning industry has passed the “grow- 
ing pains” stage is given by the large 
number of buyers this year, according 
to an announcement by the Westing- 
house Electric & Mfg. Co. 


Business men appear to be very 
solicitous of comfort in their offices for 
they are the largest class of buyers of 
air conditioners, a summary of West- 
inghouse sales reveals. <A trial has 
proven to these executives that they can 
do more and better work when they are 
not inconvenienced by eccentricities of 
the weather. 

Home owners are the next largest 
buyers of weather manufacturing ap- 
paratus. The air conditioning units are 
installed mostly in bed rooms, living 
rooms or both. ; 

In trade and industry, banks and 
brokerage houses are tied for the lead 
with drug stores and display rooms. 
Restaurants and candy shops are next 
in line, followed by dress shops and 
men’s furnishing stores. Cold storage 
plants are second last on the list of 
users, and a somewhat related business, 
that of funeral parlors, is appropriately 
last. 











CircLE ‘© Mts.Co. 
OFFERS 


A Complete Line of 
WIRING DEVICES 


For the Jobber IR 
Circle F Mfg. Co., 


Trenton, N. J. 
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CAFE, TAVERN AND GRILL 


ROOM LIGHTING FIXTURES 


are sold thru wholesalers 


Our attractive designs, service 
and cooperation will help the 
wholesaler to get his share of 
this profitable business. 


Estimates cheerfully given from 
blue prints and sketches. 


Write for Folder C 
GRUBER BROTHERS 


“The House of a Thousand Lanterns’’ 
72-78 Spring St. New York, N. Y. 
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[N°6_ re onomité commany 4) 
refer to 
‘CELECTRICAL 
CONTRACTING’? 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 











































WHERE QUALITY counrs 


TA » E In these new 


PLYMOUTH RUBBER COMPANY.Inc. talking quality 
CANTON, MASS ' talk Plymouth 


‘ruth. The tensile 
Tapes exceeds the 
oth the U. S. Go 
American Society 


:. (AS.T.M.) 


‘wo specifications 
ure a tensile strength 
for  — of forty pounds per inch 
of width. Plymouth Tapes always 
have a tensile strength of not less 


than forty-five pounds per inch of 
width. 





A guaranteed excess of five 
pounds per inch of width is a real 
excess. It proves that Plymouth 
Tapes are made of only the finest 
fabric and it further proves that 
Plymouth Tapes will not and can- 
not break off or tear easily. 





Plymouth is helping you tell your 
quality story to your contractors by 
monthly advertisements in Electrical 
Contracting. 


Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 CANTON, » » MASSACHUSETTS 
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These charts show re- 
sults of testscomparing 
old style fuses with the 
BUSS SUPER-LAG 
FUSE. 
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TO HELP YOU SELL 
—Here’s a Quick Picture 
of BUSS ADVANTAGES 


The Super-Lag Feature 
BUSS Super-Lag Fuses have a super-long time-lag. 


They don’t blow as often as old style fuses—they won’t 
pop open on every surge or harmless overload. 

They help keep machines running—keep workers on 
the job—and prevent needless shutdowns. 


They give better motor protection—make it possible to 
fuse nearer to the motor rating—prevent single phasing. 


One Piece Links 


Insure better contact within the fuse than when sev- 
eral links and washers must be bolted together—needless 
blows due to heat from poor contact are eliminated— 
charring of cases is avoided. 


Make renewal of large size fuses very simple—save 
trouble and time. 
Fuse Case Design 
Few simple parts make renewal quick and easy— 
faulty renewal is impossible. 
Fuses have longer life as they can stand the wear 
and tear—there’s nothing to break or lose. 


Heating from poor contact prevented—charring 
and burning of cases practically eliminated—need- 
less blowing of fuses is avoided—and fuse bills ate 
materially reduced. 


BUSS Cost Least 


Judged by performance—the cheapest and most 
dependable electrical protection is obtained by 
using BUSS Fuses. 

+ 
For Additional Sales Pointers 
See the BUSS Discount Sheet or ask the BUSS 
Representative in your territory. 
e 


BUSSMANN MANUFACTURING CO., ST. LOUIS, MO. 
A Division of the McGraw Electric Company 

































